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Dialing habits are changing— p. 23 
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Eilch Fort Induslry slalioii draws on a reservoir of know-liow lhal's 
kept well-filled with tested ideas and proinotioiu- originating with 
the other six alert, airjiressive Fort Industry stations. Result? Listener 
interest that makes cash registers hum. 



THE FORT L^'IIUSTKY UllHU 

WSrn, ToK.lo, O. • Vi WVA, Wliprliiifi. W. Va. • WMMV. Filirinoni, \V. Va. 
WLOK, Lima, (). • WAGA. Allania, Ga. • WGBS, Miami. Fla. • \VJ15K, D. lroil. Mi. li. 
yalionol Soirs OJJicfs: 52T Lcxinptoti Arc, Apw York 17. FItloratIo 5-2-i55 





. . .SPONSOR Terror TS. ./ 



SWT- :.^g^!aMLiwal.-jWg'H 



)i. SPONSOR RE 



March 1948 



MOTION-PICTURE 
ANTI-TV FRONT 
IS CRACKING 



55 BBD&O 
CLIENTS USE SPOT 



Twentieth Century-Fox's sale of daily newsreel to Camels is only 
beginning of break by that film company with motion picture industry 
on TV. They have applied for station in Boston and expect to file 
for several other towns as well. Their television blueprint in- 
cludes equipment for theater-size TV in cities where consumer video 
operations are under way. Paramount, first motion picture company 
with TV interests, may sell KTLA (L. A.) and its stock in DuMont. 
It will not accept offers made for WBKB (Chicago). Barney Balaban, 
head of Balaban & Katz, Paramount subsidiary owning WBKB, feels it's 
too valuable to let go, whatever motion pictures exhibitors think 
about it. 

-SR- 



Of BBD&O 's 102 clients 55 are using spot announcements. 
55 range from $10,000 to over $1,000,000. 



Budgets for 



-SR- 



BLOCK-PROGRAMED 
JOCKEYS BRING 
WMCA $600,000 



E.Q. OF NEW 
STARS RISING 



Block-programed name disk jockeys have upped New York WMCA's daytime 
sales 30% over station's similar period last year. Billings of Bea 
Wain and Andre Baruch (Mr. and Mrs. Music), Tommy Dorsey, Ted 
Steele, and Duke Ellington, all WMCA disk jockeys, are said to 
exceed $600,000 annually. 

-SR- 

While Ring Crosby's Enthusiasm Quotient, as checked by Gallup, is 
highest of all performers, new stars are looming strong. On way up 
are Spike Jones, My Friend Irma (program rather than performers in 
this case), Christopher Lynch, Danny Thomas, Abe Burrows, Jim 



Backus, Dorothy Shay. E.Q, 



is based on listener-enthusiasm tests, 
-SR- 



CAMPBELL TO 
MAKE MBS TEST? 



Campbell Soup, whose broadcast advertising is concentrated now on 
CBS, may take a test flight on Mutual. MBS is giving its all to 
satisfy Campbell they have something no other net can give Camden 
soup manufacturer. 



SPONSOR'S new Chicago address 

SPONSOR'S Chicago office, managed by Kay Brown, moved to expanded quar- 
ters at 75 East Wacker Drive, Zone 1, on February 2. The new telephone 
number is Financial 1556. In addition to serving as Midwest advertising 
headquarters, the Chicago office maintains a readers' service section 
where back copies and other subscriber aids are available. 
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NBC PACKAGE- 
PROGRAM 
EXPANSION 



AD-FIGHT ON 
FTC "FREE" 
RULING 



NBC purchase of "Aunt Mary" and "Dr. Paul" serial programs is start 
of build-up in program production and ov/nership facilities. Number 
of other show properties are being considered for purchase. 

-SR- 

FTC ruling that word "free" can be used only for premium given with- 
out required purchase of anything (not even label or boxtop) , has 
started one of advertising industry's greatest battles with govern- 
ment. Ruling will be taken to high courts if Commission doesn't 
reverse stand. 

-SR- 



CBS TO INVEST 
SI. OOP, OOP 
IN TV 



NATIPNAL SPPT 
ADS PFF IN 
JANUARY 



CBS will invest over S1,PPP,PPP in TV facilities, with building of 
new studios and return to studio production. CBS developed many 
present-day production formulas; is expected to give NBC and DuMont 
fight for audience attention. Net has 5% interest in Madison 
Square Garden Corporation, is expected to strengthen its stock posi- 
tion substantially although officially "not interested" in becoming 
large-scale stockholder. 

-SR- 

While local broadcasting business was up in January, national spot 
placement continued down (see page 64). Radio's "market by market" 
form of advertising is sensitive to business conditions which con- 
tinued shaky at all levels but retail. 

-SR- 



12-MPNTH 
CPNTRACT 
PRPTECTIPN? 



WHITE RPCK 
GETS STARTED 



Business conditions are too unsettled, according to most network and 
national spot advertising authorities, for advertisers to be given 
12 months protection on rates, in most cases, as requested by AAAA. 
AAAA request for extension of 2% cash discount is meeting more ac- 
ceptance. When conditions are unsteady any incentive for cash pay- 
ment will cut credit losses. 

-SR- 

White Rock air advertising in local markets (indicated in SPPNSPR's 
"Soft Drink Leadership") started in February. Concentration at 
present is in Miami (WIPD, WQAM, WGBS, WKAT, WWPB) and Palm Beach 
(WEAT, WJNP, WIRK) . Chain breaks, time signals, and jingles are 
being used. Green River is also getting under way reviving interest 
in this nostalgic drink. 

-SR- 



MUSIC SELLING 
TEST 



Seven independent stations decided in January to prove that radio is 
music's best selling medium. They took a song, "There I Go," out of 
dead storage, repressed a Vaughn Monroe disk, and each plugged it 5 
to IP times daily. Sales have passed 125, PPP with Victor Recording 
looking to 25P,PPP goal. Sheet music has been reissued and every- 
one's happy including song writers Hy Zaret and Irving Weiser. Idea 
was inspired by Ted Cott of WNEW. Test stations were WHDH, Boston; 
WJJD, Chicago; WNEW, New York; WPEN, Philadelphia; WSCR, Scranton; 
WWDC, Washington; WWSW, Pittsburgh. 
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The Oklahoma City Consumer Panel 



...CAN 
SAVE 

you 



MONEY 




NOW READY 

Tabulations of purchases by the 400 families 
of the Oklahoma City Consumer Panel for 
the months of October, November and Decem- 
ber, 1947, are now ready. If you wish to see 
the report for any particular food or drug 
classification, write us today. 



J. he Oklahoma City Consumer Panel 
is a marketing test laboratory sponsored by 
Station WKY and the Oklahoma Publishing 
Company at an annual cost in excess of §50,000 
to provide today's advertisers with useful, up- 
to-date, significant market information which 
today's competitive selling requires. 

From daily purchase records kept by 400 
representative families, purchases in 40 se- 
lected classifications are coded on individual 
cards at the rate of 30,000 a month. Quarterly 
reports are available to advertisers without 
charge showing brands purchased, number of 
families buying, number of units purchased, 
price paid and the place of purchase. 

Special analyses correlating purchase 
records with biographical information for 
longer or shorter periods are available at 
actual tabulation cost. 

The Oklahoma City Consumer Panel, 
scientifically designed and controlled for ut- 
most accuracy, is conducted and supervised by 
Audience Surveys, Inc. Because it is capable 
of quick, exact measurement of consumer re- 
action to new products, advertising cam- 
paigns or merchandising plans — or keeping a 
constant check on old ones — the Consumer 
Panel makes Oklahoma City one of the most 
useful and sensitive test markets in the 
country today. Write today to find out how 
it can save money for you in 1948. 



OKLAHOMA CITY 



THE OKLAHOMA PUBLISHING COMPANY: THE DAILY OKLAHOM AN 
—OKLAHOMA CITY TIMES— THE FARMER-STOCKMAN— KVOR , 
COLORADO SPRINGS— KLZ, DENVER AND WEEK, PEORIA AFFILI- 
ATED IN MANAGEMENT— REPRESENTED NATIONALLY BY THE 
KATZ AGENCY. INC. 



WKY 

. J 
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SPONSOR REPORTS 
40 WEST 52ND 
NEW AND RENEW 
P. S. 

MR. SPONSOR: SAMUEL C. GALE 

DIALING HABITS ARE CHANGING 

ESCAPE THROUGH RADIO 

WHO LISTENS TO FM? 

BEAUTY INTO THE HOME 

THEY'RE GOING TRANSCRIPTION 

TV COMMERCIAL FILM 

CANDY ON THE AIR 

ONCE A YEAR EVERY YEAR 

SPOT TRENDS 

MR. SPONSOR ASKS 

BROADCAST MERCHANDISING 

SIGNED AND UNSIGNED 

4-NETWORK COMPARAGRAPH 

INDUSTRY CHART: CANDY 

SPONSOR SPEAKS 

APPLAUSE 




1 

4 
9 
16 
20 
23 
26 
29 
31 
34 
36 
39 
44 
64 
66 
68 
70 
83 
90 
94 
94 



Publisbed mooihlv by SPONSOR PUBLICAIIONS inc. Executive, 
Editorial, and Advertisine Offices: 40 Wcat 52 Street, New 

Vork 19,N.y. Telephone: Plaia3-6218. ChicacoOffice: 75 E. 

\\ ackrr Drive. Telephone Financial 155G. Publication Offices: 
5,S00 .N'orth Mervioe Street. Philadelphia 41, Pa. Subscrip- 
tions: United States t5 a year; Canada $5.50. Sincle copies 50c. 
Printed in U. S. A. Copyright 1947 SPONSOR PUBLICATIONS INC. 

PreaidcDt and Publisher: .Sorman R. Glenn. Secretary. 
Treasurer: Elaine C. Glenn. Editor: Joseph Koehler. 
Associate Editors: Frank Bannister. Charles Sinclair. Art 
Director: Howard Wechslcr. Adrcrtising Director: Lester 
J. Ulumenthal. .Advertising Dcpa-troeni: Edwin D. Cooper; 
fChicago .Manager) Krv Brown; ILos Angeles) DuncanA. Scott 
* Co.. 44SS. Hill St.; (San Francisco) Duncan A. Scott i Co.. 
MiUsDldg. Circulation .Mananr; .Milton Kaye. 

CO\'ER PICTURE: '•E5c:ip " is just as mport.int for a 
mother of three as it is for the bobby so^cr, if not more so. 
Mrs. Anne Burke became Queer for a Day ami with her 
Ihrc** boys visited the movie studio*, where she wa.1 Kuest of 
juvenile stars. Hobby Driseoll and Luana Patton, w bo 'tand 
nt\t to tb'one. 



VIDEO'S FOREIGN FILM 

1 have just finished leading your article 
entitled "More Film Than Live" in the 
current (February) edition of siwsoR. 
In this article you put fortii the various 
advantages and disadvantages of films on 
television, as well as a survey of the cur- 
rent uses of films and film availabilities for 
video's prospective sponsors. 

I think the article deserves an all- 
important P.S. addended to it in the next 
issue. Nowhere in your review of film 
properties available for television screen- 
ing do )'ou outline the advantages (both in 
price and quality) of outstanding films 
produced abroad in foreign languages. 
You simply pass these off in the ambigu- 
ous phrase (quote) "First-run foreign 
films, many of them with dialogue 
ghosted in English, will be available" 
(unquote). 

I feel that this is a totally inadequate 
statement on the situation that actually 
exists. Gainsborough Associates for ex- 
ample, has a catalogue of some of the 
most outstanding films ever made, films 
which have received universal critical 
acclaim and are today racking up grosses 
in neighborhood theatres that were previ- 
ously unheard of for anything other than 
an Ainer'can produced film. Each of 
these films is available for a commercially 
sponsored television film theatre program. 
Foreign-produced films are the only 
answer to the Hollywood boj'cott of tele- 
vision. Many of these movies cannot be 
matched by Hollywood. 

1 think that an added word on the 
position of the foreign film in these early 
commercial stages of television develop- 
ment is essential to round out your other- 
wise excellent article. 

Nathan iVl. Rudich 
Director of television 
Gainsborough Associates, N. Y. 



"PLUS" ADVERTISING 

Here is the name to supplant "spot" in 
designating adwrtising placed on a 
regional basis. It is a four-letter word; a 
word that is Jiot now used by any other 
medium to designate a t\pe of advertising. 

Jt is a word that will show to ad\antage 
the many extras which are deri\'ed from 
this type of individualized advertising, j 

It is one which lias Lx-en a byword of the , 

(Please turn to t>age 6) 



MR. FINNIAN! 



Il's shamrock and shillelagh time, but 
don'l depend on an Irishman's luck lo 
gel a good radio buy! .Mr. Finnian and 
YOU, too ... be "sponsor wise"', in\■e^l 
your pol of gold in a sure sales winner 
. . . WWSW. Jusi look here: 

1. BLOCK PRO. 
CKAM.MED .MU- 
SIC snows like 
the Toniniv Dor- 
sey ShoM'. Six lo 
Eight .Special, 
.Millie and Sports 
Parado, that rale 
high with Pills- 
burgh listeners. 

i. TOP SPECIAL 
EVENTS COV. 
ERAGE ... 21 
per ma lien I re- 
mole WWSW 
lilies terminating 
al key Pittsburgh 
I>oiiils. 

;. SPORTS COV- 
ERACE . . , man, 
il's terrific! Fool- 
ball with the 
Sicelers, base- 
ball with the 
Pirates, basket- 
ball, golf, Iciiiiis, 
plus coverage of 
scholastic and 
collegialc games. 

No leprechauns, no magic waiuls willi 
WWSW. Il's 16 years of experience in 
programming for Pillsburgh ihai ha.* 
upped sales for local and nalional* 
advenisers. — So don your sliaiiirork and 
hilch your sales wagon lo a sure sales 
winner . . . \^'\^'S^' — the siaiion ihai 
B.\GS .MORE LISTE.NERS PER DOL- 
LAR LN PirrSBLRCll! 

"g'wan ask Forjoe 

WWSW 
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One Does It- i 



One station 
One set of ca// letters 
One spot on the dial 
One rate card 




Whether you sell to farmers or city 
dwellers — you can reach 'em both on 
KCMO. KCMO has the power - 50,000 
watts* non-directional. KCMO is pro- 
grammed to reach both audiences. 
And KCMO has the coverage — with 213 
of the richest counties in Mid-America 
inside the KCMO measured Vi millivolt 
contour (mail response from 374 counties 
in six Mid-America states, plus 18 
other states, indicates listeners far beyond 
this area). Center your selling on 
Kansas City's most powerful station. 

* 50,000 WATTS DAYTIME Non-Direciional 
. . . 10,000 WATTS NIGHT -810 kc 



CMO 

KANSAS CITY, MISSOURI 
Basic ABC Station FOR MID-AMERICA 



Nofiono/ Representolhe 



John £. Pearson Co. 
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EXTRA! EXTRA! EXTRA! 

10,000 WATTS! 

WHB is a buy- word with advertisers as well as 
listeners, because certain established WHB 
"extras" are general trade knowledge — extra 
pulling power, extra selling power, extra expe- 
rience; extra service in building fine, sound 
programs; and the extra famous WHB show- 
manship and jo/e de vivre. 

Soon, however, WHB will offer new extra 
facilities, too — 10,000 watts day and 5,000 watts 
night on 710 kilocycles, full-time operation! 

When will all /his happen? This month, we 
hope. Act now for an extra-good buy! 




MUTUAL NETWORK • 710 KILOCYCLES • 5,000 WATTS NIGHT 



lO \Vest52iifl 

Continued froin paje 4 



industry for many >cars, so therefore 
should experience no difhculty in gaining 
immediate acceptance among agency, 
representative, and station personnel. 

It is a descriptive word ... it has 
imaginative powers far and above the 
present word being used. It has the 
attribute of specifically describing an- 
nouncements and programs in one classi- 

I fication. 

Mr. Editor, I submit as the most 
powerful word it is possible to use 
PLUS Advertising. 
For PLUS advertising (spot advertis- 
ing) does give the advertiser all of the 

j plusses, all of the extras, not found in net- 
work advertising. Plus values such as 
localization; individual markets; local 
merchandising; and all of the other 

I known advantages. 

Robert Wasixjn 
; WLOW, Norjolk 

I 

CONTEST INFO FOR MEXICO 

When I left Bozell & Jacobs at the first 
of the year, I also left my file of spo.n'sor, 
thinking that they'd surely have the book 
here. To sum it all, here I am in the 
midst of all sorts of radio . . . without my 

SPONSOR. 

We have a client that is going to intro- 
I duce a new product in about three 
I months, and I'd like to do it with the old 
stand-by — a contest. I was wondering if 
you could send me those back issues of 
SPONSOR that might contain any informa- 
tion along these lines. 

Radio is without any question the most 
powerful medium here in Mexico. Most 
of our clients are on with at least a half- 
hour show each week. O>ca-Cola of 
Mexico, like its big brother in the States, 
uses lots of radio. Add to this General 
Motors, Philco, La Moderna (cigarettes), 
Cuautemoc Brewery (beers), and many 
others, you can see that it's a wonderful 
place for the man who likes radio. 

Kendall Baker 
Publicidad D Arcy, S. A. 
Mexico City 

AN "OLD" CONTEST 

On page 52 of >our February issue >ou 
continue to list the American Oil Com- 
pany Professor Quiz contest for home 
listeners. This contest was ended some 
time ago and I would greatly appreciate 
it if you will eliminate this entry from 
your future contest listings. 

(Please turn to page 14) 
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WCON'S 7-WAY PROMOTION PLAN 



1. OUR OWN NEWSPAPER - THE 
ATLANTA CONSTITUTION - Editorial 
Promotion is heavy and consistent and 
Display Advertising is continuous. 

2. OUR OWN AIR - Intelligent plan- 
ning and consistent plugging feature pro- 
motion programs over WCON's own air. 

3. BILLBOARDS — Nine permanent 
boards located on main arterial highways. 
Boards are equipped with reflectors to do 
a day and night job. 



4. WCON NEWS PICTURES - 200 

attractive display pieces featuring news 
and WCON promotion. 100 in Atlanta — 
100 in trading territory. 

5. WCON CONTEST-An outstanding 
audience participation contest will be 
onnoonced shortly. 

6. SPECIAL EVENTS PROMOTION - 

WCON personalities, presented on a con- 
tinuing basis, before social, civic and 
school groups with entertainment and 
informational features. 



7. TRANSITADS — Car cards are employed each month; a 
full showing, reaching approximately 300,000 commuters daily. 




The Way To Get Results In Atlanta! 

Every effort is made by WCON personnel to cooperate fully with 
national and local advertisers — to secure top return on every 
advertising dollar spent on this station. We are the heirs of eighty 
years prestige and goodv/ill established by The Atlanta Constitu- 
tion. We strive to deserve it — to carry over this valuable asset to 
advertisers v/ho use our station. We believe WCON v/ill produce 
best results in Atlanta and Georgia —try us! 



WCON 



Drawing by A. B. Frost from "UNCLE REMUS: His Songs and His sayings" by Jo«l 
Chandler Harris, which first appeared in THE ATLANTA CONSTITUTION in 1879. 
Copyright 1908, 1921, by Esther La Rosa Harris. By permission of D. Appleton-Century 
Company, publisher. 



ATLANTA 



THE 

ATLANTA CONSTITUTION 

STATION 
5000 Watts 550 KG 

Affiliated 
American Broadcasting Company 
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National Representatives HEADLEY-REED COMPANY 






Yes, the Hub does grow bigger! Tulsa, the hub of a great 
Southwestern area blanketed only by KVOO, is growing 
bigger and, according to recognized authorities, is one of 
just iili/e cities in the United States which is believed most 
likely to retain its wartime growth! In order that YOU may 
know how Tulsa is growing we submit the following figures: 
Tulsa (within city limits) 193,284 
Tulsa (metropolitan area) 256,430 
Tulsa (County) 262,867 
(Figures by Tulsa Chamber of 
Commerce Statistical Department 
from utility installations) 
1,017 new rental units authorized 
or under construction in Tulsa, 
January 1, 1948 

2,401 new one family homes auth- 
orized or under construction, Jan- 
uary 1, 1948 

NEW INDUSTRIAL 22 new manufacturing plants 

BUSINESS ESTABLISHED „ v, i i a a 

DURING 19<7 " wholesalers and distribu- 

tors 

40 new warehouses 
20 new manufacturers representa- 
tives 

These ai'e but a few of many impressive figures which show 
"V^ nhy YOUR advertising dollars will do yeoman service 
in the Tulsa market area during 1948. And, re- 
member, on KVOO they do DOUBLE duty, for 
KVOO, Oklahoma's Greatest Station brings 
you the number one radio listener position 
in Tulsa and in all of the great Tulsa 
trade territory, plus extra bonus counties 
in Kansas, Missouri and Arkansas! 



NBC AFFILIATE 



Edward Petry & Co., National Representatives 

SPONSOR 



new and renew 
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I^leiu AlaiioH<U Spat Bn^UneM, 
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PRODUCT 


AGENCy 


STATIONS 


CAMPAIGN, start, duration 


(:ol}>uii>-Falinollvi>-IVi*t Ca\ 


l.usire-tireiiii' 
Shampoo 


iA'iinei) ^ Miii'hell 




i-iiiiii e,t, spots; l-Vh-Mar; wks 


(.rimii Mfti Cn 


<:rimn Slioe l*olish 


lieriiiitmiiatii. Castle- 75 


Live newscasts, e.t, s|>ots. breaks; Mar S (starts in S., 






tnai) i*t Pierce 




iiiovi's N. seasotially); 2<» wks 


Mall ii. Kuckel, liu 


X-liazln (depilatory) Ki'illield-Johnstoiii' 


10.2<l 


Spots, breaks; Jun 1 ; Li wks (if product ropy accept- 










able) 


lltri-K lint tlini^ (U* ((.lit.) 


lli'vi'rams 


Harry J. l.a/urus 


S-IO 


Spots, i>reaks; Mar-Apr; \\ wks 


KiiisiT-Fr;izer (lor|> 


(^ars 


Swiiiii-y. Drake & 
lienietit 


^(>(> 


K.t, spots, breaks; Feb 25-Mar 15; Li-52 wks (some new 
and sunie renewa Is) 


Lvinihen Pliumiui-al <*o 


i.tsierliie Antiseptic 


Lambert & I'easley 


5-6 


Iv.t. s|>ots, breaks; NLir-Apr; Li \\ks 


l.i'viT llrtw Co 


llreezi' 


i'l'derai 




K.t. spots, breaks; Feb-Mar; Li-2<i wks (L.xpanding 
campaign in Midwest) 


Life SaviTS (^»rp 


(la nil y 


^'ouD^ & Kithicani 


5-6 


Spots, breaks; Mar 1 ; fi2 wks (On AliC's (>^() stations, 
may expanil later) 


Mi'iitii'it (N> 


Meii*!t toiletries 


Duatie Jones 




i5-min "Musical (^lock" sediments; hVb iS-Miir 1; 
Li wks 


New KiiftI ConfiH't ifMiery (lo 


N'l'Ci'o (ciimlies) 


LuKoi iu- ik Kilts 




L.t. spots, breaks; Feb Id-Mar 1; fit wks 


I'lirk & I'ilfonl Co 


'I'll! tex 


Ciiarles Storm 


5(l-(.() 


Live, e.t. spots, breaks; Mar S-15; 10 wks (atitiital 
spring campai£k|i mostly east of Mississippi) 


I'enii-Aseptif Co 


l>ry-cleaiiini^ 
tnetliod 


Km tner & Kui tiur 


10-15 


K, t. spots, breaks; fail l^-tS; 1 i wks (may expand) 


I'rocier & (Jaiiible Co 


Sliasiu (sli:iiU|M>o) 


('ontptoii 


25-50 


i-niiii e.t.'s; Mar- Apr; Li wks 


\\ liite Rock Corp 


lleN erajieji 


Kenyi>ii & Kckharilt 




'i'ime signals, spots; Feb-Mar; indef (sinrts on I'la. 
stations may expand) 


*.Simion list ulreutly set. 











A/euA and (^eneiued an ^eteuii^io-n 



SPONSOR 



AGENCY 



SIAFIONS 



PROGRAM, time, start, duration 



Apex Electric Mfg C'o 

(Fold-A-Ma tic irons) 
Itotany Worsted Mills 
I'oril Motor (U> and 
I*. Lorillard Co 



General Koods 

(Sanka Coffee) 
William (iretz Brewing 



Meldruin & Ft-wsinith WAIll>. N. Y. 



Si Iberstein-Goidsmi I li 
J. Walter Thonipson 

(Ford) 
Lennen & Mltdiell 

(Lorillard) 
Young & Kubicatii 

Sel>erhagen 



LIggeti & Myers Tobacco C'o Newell-Kinmet I 



Lucele, Ltd (furs) 
RCA-Vlctor Dialers 



William Warren 
Direct 



Keynolds& Co(in\estnients) llansell ^ /ooik 
Sclienley Distillers Corp itiow 
(Oesta Blanca wines) 



I'ransmlrra Products Co 
Western Savitig Fund Soc 
(bank) 



MARCH 19-4^ 



Smith. Hull & McOeery 
Geart'-Marstun 



WHKB, C:lii. 
WCHS-TV. N. Y. 



WAUI). N. Y. 

\VI>TZ. I'hila. 
WNHI . N. Y. 
WP l'Z, I'hila. 
WRGB. Sclieii*c. 
WM.AK, lialKi. 
WNHW. Wash. 
WAHI). N. Y. 
KSD-TV. .SI. loiiis 

Wl' I Z, Phila. 
\VABI>. N'. ^ ^ 
W'TTG, Wash. 
WKIL-'I V. I'hila. 
WMAK, lialKi. 
WWJ-TV, Delroil 
KSI>-TV. Si. 1.. 
WIIKII, Chi. 
KTI.A. i.. A. 
WBKB. Chi. 
WPTZ, I'hila. 



S|M>ls; Mar 14; 1.^ limo.s (ii) 
W'ealhtT spols; 1-\-b Ii; Ii wks (r) 

Itnioklyn Doilgers llaMfhall Gaiiivs; A|>r 2i; season (ii) 



Film siHils; ,Mar I; 17 wks (r) 

.Sporls Scraphixik; Th 9:1 .S-M :.»0 pin; Jan 1.S; li \vk» (n) 
N. Y. Gianis Baseball Games; season (ii) 



l>o«rway lo Fame (p . ., 

Junior Jamboree; MTIiF.S .<:.10-4 pni 

li wks (n) 
Film spols; Feb 10; li wks (n) 
Film spols; Mar S; S2 wks (n) 



>ariie); ,Mon 7-7:.fll pni; Jan IM; |.i » ks (n) 
n iiPS < iii.4 ..... Sun H-.M)-') pm; F'eli 14; 



Today's World I'iciure (news); .Mon 7:4.=i-X pm; Teh i; li wks(ii) 
Film spois; Feb III; li wks (ii) 




SPONSOR 


AGENCY 


NET 


STATIONS PROGRAM, lime, start, dui«ion 






MiuTs Milling 


Kr win, W iisi'^N 


N IK ; 


24 


\irnt Mary: Nrrw'TF ;.Yn-.^ ;4.'S pni psiv Keb |h; 




ks 


r'i'rr> - Morsr Si't'd <"(» 




< : Its 


l.'tK 


K pUrtJi'ti iiat(*;Sat lO-IO:ISafniJan 17* IfiMkN 






l.jijnt>tTi Ph:irni;t*';>I 


Ii;II1ll>*'rl A Ji'll-sli'V 


(Its 


l<>I 


Alto Itnrrnws; Sat 7;.)n-7;4S pm; Jan 7i\ S2 wkH 






|.tuU*n'N 1 lu' 


J. vl. >l«llll%^ 


( ;|{S 


4.< 


Nfd C'.ilnu'r; Sun KiSS.*) pm; Jan 1 K; 9 mWk 






\r.irs 1 lie 




NIK; 


40 


Dr. 1. y. Jr; .Via t S-.Si.in pm cki ; Mar 6; f^I »k< 






Ui'ii j;i niln \l<mri' J^; 


St ( ii'orjjt's ^ Ivp^'Os 


.\ IK ; 


ion 


Vour llomi' llvauilful; Sal IO-in:IS am: Mar h; 


1 ^ 


w k * 


rimrnKirn liic 


Kuiliraiin «: Kyan 


Mils 


inn 


OfTn lal IH-icciive; Tu K:.W.8;.^.S pm; Jan 20; II v>k 


*i 




Scrniiin lirothrrs Inr 


\VIIM;ii« II. \Vi-ltur'.iiib 


MK: 


I2S 


Cal Vi)rk;Sat 1 n..<n. 1 0 :4.S am ; Jan .<! : M vtks 






Slmtwell MfC <:o 


<;. W cndcl Muenrh 


M Its 


4(.S 


Trui- i)r Fali.P: Sal S:.in.(, pnv, Fob 7; .^2 vikii 






Sl:inil-.ir(I I. iibor;i lories Inc 


Roche. Willianis & CUMry 


\ IK . 


141 


lU-iiry Miircanv l h 7:.1n-K pin; Jan 2t; S2 viku 






/.enllh Radio Corp 


McKarhind. A\eyard 


MItS 


4S(I 


Kadio ScviBri-tl; MIAVTK 9:H.q;.in pm; Mar 1; 


S2 


wks' 



(Fiftv-ttro tf^fkt Q^nfrnVy meant n t3-tr^ek eontrarl uilh n pi inn i for ,7 ttirrfxsirt f.l-frrrk rfunmh. It » iuhjerl to rone^tlalion nl th^ end of aav 13-irtfk period) 



SPONSOR 



AGEHCy 



NET STATIONS 



PROGRAM, «im«, lUrt, duntion 



\n»or1can Oil Co 
.^nt'll<lr-lllK'klne Class Corp 
Ci-m'ral Mo(ors<t€>rp 
CuK Oil Corp 
I'hlllp Morris & Co 
IVtroli-iini Ailvlscrs Inc 
yiiaki'r (tais Co 
Kevere (/.inii-ra <;o 
\VIIII:inisnn Candy Co 



Joseph Kati MU; lOS 

William II. ^^'eil>lralIb CBS I4.S 

Kootc. Cone & BeltlliiC CIIS IfcO 

Voune & Kublcam Cits IIS 

Itiow CBS I4S 

Elllnfitnn NBC 81 

Ruthraufr A Ryan MItS 445 

Roche. Williams & Cleary M IIS 22 

Aubrey. .Moore A Wallace .MItS 4.=)n 



Prof. Oulz; Sat IO-I»:.«n pm; Jan 24; .S2 wks 

Crime Photographer: Th 9:30-10 pm. Jan I; .S2 »ks 

M:in Called X; Sun 8:30-S:55 pm; Jan 4; .';2 wkn 

We the People; Tu 9-9:30 pm; Feb 3; .S2 wkn 

Call for .Music; FrI IO-ln:.?0 pm; Jan .?0; 52 wks 

Highways In .Melody; FrI x-H:,?o pm; Jan 2.1; 52 wks 

Those Wcbsters; Sun 6-5:30 pm; Feb 29; 52 wks 

Jan August; Th X-8:I5 pm; F"eb 12; 52 wks 

True Detective Mysteries; Sun 4:30-5 pm; Feb 29; 52 wks 



SPONSOR 



PRODUCT 



AGENCY 



Arlonf's Monofiruni Sorvlce. San Jose 
Unby UiMnloir Kurnlturo Co, Dos MoliU's 
I'lUil V. Ui'it h C«). Hloomlni^ton. 111.. 

Itollloalr.im C'iis Co. Itellinfiluim. Wash 

Itrctlonbcrti Dlsirihtittnii (;o. BiifTulo 
C:tlk'ntr Kaco Track, TIjuaoa, .Mcxlc«> 
Chirldtii* Kood <:o. N. Y. 

Cohtirn Knrni Producis Corp (Sondra Koods div). N. V. 

I)il (^orp. (iarwood. N'. J. 

Dr. Cluisc .Medicine Co. Oakvllle. Ontario 

r«>rd .Moior Co (l.incoln-.Mcrcury div). Detroit 

Tree Slate Hre«cry. Halto. 

<; & (( I'roducis C<o Inc. lto.*itnn 

<;old(>n l'rndni-tioii!i« H'wood. 

II & S Tiiauc <:o, Cinci. 

Illah Life DIsirihiKina Co. I>es .Molnct 

MlrcN Itoitlina <•<>. <'<il- 

I Id <:huna <:o l m*. v. 

,l-.iy-I>-.(y I>roNS <:o. \. Y. 

I). .1. Kennedy <:i>. PKtshurCh 

Kiwi Polish Co Lid. N. V. 

Lanseair Travel Service Inc. Wa^li. 

I.uiele Ine, .\. Y. . . 

Millers of <:iiIifornia. S. F. 

Montieelli» l>rutl<:o, Jacksonville 

ILtrry .Myers A Co Inc. Hallo. 

SatI Dihtlllers Products Corp. \. Y. 

Oranfie-Oiisli Co. Chi. 

Totter Drill! A (ilienileal Corp. .Maiden. .Mass. 
Piirofied Domo l*rodiiei^ Corp. \. ^ . 



Monojiram ser\ke. . 

Itaby f urni t lire 

Whiz. Pecan Pete candy bars 

Public utility 

Labatt's Canadian ale. . . . 

Race track 

Meal products 

Foods 

Washinu powders, hand cleaners 

Prtiprleiary . . 

Automobiles 

I hickney Alp. 

Allen's Barcolene. 

"Texas. iJrooklyn an^ Heaven*' . 

Dept store 

Miller llifih-l.ife. Kdelweiss. Fltfierbeer 
Roi>t beer . . 
Cliine.se teas 
Dresses 

Ittilldina materials 
Shi>e pf>Ilsh 
Tra vei seri iee 
I'ur eoa (s 
<:ostume Jewelri" 

huu <;oId Preparation. Ci>ld Tablets 
Styleplus Clothes 

l.ia llan .Swiss <'olony Wines; <; A I) Wine 

Wrnioutli 
Orange Crush. Old Colony soft drinks 
Ciitieura .Soap. Ointment 
PiMo%^s. 

{P\ca?^c\\nrn to pa^e 70'^ 



Ad Fried. Oakland 

Meneoufth. Martin 8<. .Seymour. Des .Moines 
Ollan. Chi. 

West-Marquis. .Seattle 
Kills. Buffalo 
Roche-Eckoff. H'wood. 
Al Paul Leiion. .N. Y. 
II(H>t. .N, Y. 

.Norman .\. Mack. .N. Y. 
F. H. Hayhurst. Toroni«> 
Kenyon & Eckhardt, N'. Y. 
Theodore \. .N'ewhoff. Ualio, 
Int^alls-.MInlier. Itoston 
Buchanan. L. \. 
KlidufF CIncl. 

Mcneoufih. Martin A .Se3mour. I)es Moines 

Marry J. Lazarus. Chi. 

.Sieedle. Rankin & Itoyle. N. \ . 

itermlntlbam, Casileman 9< Pierre. \. \ . 

Pratt & Iturk. PIttshurali 

Duane Jones. .N. Y. 

French Preston, NVash. 

\MIIiam Warren. N. W 

Allied. L. A. 

X:harles NN . Iloyi. N. Y. 

St. Ci'orfies A; Ke>es. Baiio. 

riati-Forbes. N. ^ . 
RuthmufI A Ryan. N. ^ . 
Masons. Toronto 

IterminiSham. (iastleman *V Pierce. \. V. 




In radio as in everything else, skill, showman- 
ship and know-how must be coupled with power. 

Take the massive block of 39 Iowa counties at 
the right — nearly 40% of all counties in the 
State. It is "served" by dozens of stations. 
Yet the 1917 Iowa Radio Audience Survey 
shows that in those 39 counties, from 5:00 a.m. 
through 6:00 p.m., WHO\ average percentage of 
listening is actually 62.2! 

There is only one answer to such listener- 
preference. That ansver is Top-Notch Program- 
ming — Outstanding Public Service. Write for Survey 
and see for yourself. 
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*for Iowa PLUS + 

DES MOINES . . . 50,000 WATTS 

Col. B. J. Palmer, President 
P. A. Loyet, Itesident Manager 
FREE & PETERS, INC., National Represenlaliveg 




Authority: C. £. HOOPER, Inc. 



January Hooper share of audience 
ratings show WAGA leading two 
Atlanta network stations, morning, 
afternoon and night first in the 
field on Saturday -and leading three 
network stations on Sunday afternoon! 
Call Avery-Knodel for the complete 
story on Atlanta^s best buy! 




WAGA 



5000 WATTS • 590 KILOCYCLES 





NATIONAL REPRESENTATIVE - AVERY-KNODEL, INC. 

NEW YORK • CHICAGO • LOS ANGELES • SAN FRANCISCO • ATLANTA 




"My Advice Is To Send For The 

ZIV SHOW FILE" 
This new, time-saving, money- 
saving file briefs the big-name, 
big-time ZIV transcribed pro- 
grams that are being used so 
successfully by local advertis- 
ers. Send for this file. Study it. 
See how it enables you to select 
a network-type ZIV show that 
will compete with multi-thou- 
sand-dollar programs ... at 
your pro-rata single-city cost. 
Consider ZIV shows like these: 

BARRY WOOD SHOW: 
A smooth-as-silk, quarter-hour musi- 
cal, starrinp Rarr>- Wood, with sonp- 
stress Margaret \^ hitinp, the Melody 
Maids, and the smooth strings of 
Hank Sylvern and his orchestra. 

nOSTO.N HLACKIE: 

One of radio's best half-hour mys- 
len- shows. Top ratings ever>-where: 
Louisville, 21.7 . . . Youngstown, 
■ 21.3 , . . Cincinnati, 16.9 . . . Min- 
neapolis, 16.5. ^ 

WRITE FOR AVAILABILITIES 



EW 0« , 

Chicago • MoiiywooD 



lO W«3Sl .»2iicl 

Continued from paje 6 



I want to take this opportunity of add- i 
ing that I look forward each month to i 
receiving my copy of si'onsor. You are 
doing an excellent job. 

Rohert G. Swan 

Director of radio & television 

Joseph Katz Co., Baltimore 

► ( kirrccl Ion of Ihis IlstInC arrived iimi laic lo 
make tUv February deadline. 



9,000,000 FEET WRONG 

Our library consists of approximately 
10 million feet of film — not 1 million as 
you indicate. 

Frederic VV. Ziv 
PresideiU 

Frederic W. Ziv Co., Cinci. 



TELEVISION IMMEDIACY? 

In More Film Than Live in the Febru- 
ary spo.s'sOR, the statement is made that 
"television, to a great section of the view- 
ing public and of those who will eventu- 
ally become TV set owners, is 'moving 
pictures in the home without film or home 
projectors.' " 

Then the article goes on from this 
premise to talk about the use of film in 
television. 

What 1 want to object to is the accept- 
ance of that statement. If there is any- 
thing that TV has over motion pictures, 
it is the faaor of immediacy. If there is 
an>thing that makes television more of a 
must to the buying public— as against 
owning a movie projector— it is its ability 
to bring into the home events that are 
taking place — simultaneously. 1 say this 
advisedly. Certainly people in the indus- 
try itself are approaching the whole sub- 
ject from that point of view (although I 
suspect there are a few who do not do so). 

If that public opinion research poll is 
correct, why should it be necessary for 
people to buy television sets? Would it 
not be easier and perhaps less expensive 
for them to bu>' movie projectors? From 
my own point of view, it would be a sad 
day for tele\'ision were the whole concept 
changed to one of video being just "mov- 
ing pictures in the home without film or 
home projectors." 

That's all I have on my chest. The 
rest of the article is fine. 

Earl B. Abra.ms 
Editor 

Television Lhgest, Wash., D. C. 



Forever 
Listening 

is 

AMBER 



(Iowa) 




. . . listening to WMT, that is. 
Amber is a small town in neighbor- 
ing Jones County. Our home county 
has to go some to keep up with the 
Joneses — (or even our competitors' 
admit that 100% of the radio (ami- 
lies in Jones County listen to WMT. 
(We're listened-lo-most by 78%!) 

Among the 101 counties in WMT's 
B.MB map there are many counties 
like Jones — where the finest (re- 
quency in Iowa radio (WMT's 600 kc) 
carries (ully balanced program (are 
to rural and urban markets. 

Cultivate potent WMTIand. Ask 
the Katz man (or details. 

* Name on request. 



WMT 

CEDAR RAPIDS 

5000 Wotti 600 K. C. Doy ond Night 
BASIC COLUMBIA NETWORK 
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'hxih AMEEICANS AEE % 
^,™=* SENTIMENTAL T 

V / And It's A Good Thing-For the Sponsors ' 



BY EDGAR KOBAK 

Presitleiit, Mutual B root! casting System 

Americans are sentimental about children and church bells and 
baseball. About many other things too. Perhaps that's why you 
find soft hearts under hard exteriors... perhaps that's why they 
gladly dig down into pocket and purse to help people in need. 
Americans are responsive and loyal — to ideals and friends and to 
radio programs which they have come to consider as friends. 

We, at Mutual, are forever seeing astonishing expressions of 
this sentiment and loyalty and helpfulness from our listeners. 
Let me give you a few recent examples, all of which happened 
on Mutual programs : 

GIFTS KEEP A FAMILY TOGETHER 

In A. L. Alexander's "Mediation Board" broadcast of December 
21, \9A1, a man who had served a prison term told of his un- 
equal struggle to find employment against a solid wall of preju- 
dice and to keep together his family of wife and three children. 
No sooner was the broadcast over but our switchboard was 
jammed with calls offering help; the next day brought a deluge 
of mail. In a few days, listeners had sent in a total of five mail- 
truck loads of letters with money and packages with everything 
from clothing and toys to foodstuffs and bicycles. All told there 
were 5,627 parcels and 315,212.00 in cash or checks. Plus 63 
offers of jobs, 

A TRUE MIRACLE OF THE BELL 

There's a little church in Grand Junction, Colorado, whose fame 
has spread throughout the country. It had been built by funds 
laboriously raised by subscriptions from the congregation, but 
there was no church bell — because the money just didn't reach 
that far. 

A church member wrote to "Heart's Desire"... the story was 
first told on the broadcast of August 4, 1947 and the suggestion 
made that listeners might wish to "send in your penny." In a 
very short time, 224,581 pennies were received — and every county 
in every state of the Union was represented. The church now 
has a bell with a suitable inscription and on Sundays its rings out 
its tribute to thousands of responsive people who have never 
even seen Grand Junction. 

GIRL FINDS DOCTOR WHO SAVED HER LIFE 

During the bombing of Manila, a young Filipino girl regained 
consciousness to find herself lying in the street — so badly burned 
she didn't think she would live. An American doctor came by, 
bound her wounds, saw that she was taken £0 a hospital and 
cared for. 

On December 26, 1947 this same girl, visiting in Hollywood, 
was selected "Queen For A Day" on the program of the same 



name. Her wish was to locate the doctor who had saved her life 
and to express her thanks. All she knew was that his name was 
Dr. Retalleck and that he might be "somewhere in the United 
States." Almost before the program was over, several telegrams 
came from listeners giving the doctor's address — in Iron River, 
Mich. "Queen For A Day",of course, arranged a reunion. 

THE U. S. IS CRAZY ABOUT THE SERIES 

The Dodgers and Yankees don't have to look to New York alone for 
their fans — they find them everywhere in America. And that is a 
strange thing for it transcends all limitations of home-town 
loyalty. We have proof of this. 

The World Series of 1947, you'll remember, was a close battle 
between Dodgers and Yankees. Listeners throughout the U. S. 
gave this Series the highest average rating a Series has ever had 
— 36." — and it gave to the Sunday, October 5th game, the high- 
est rating ever hit by a daytime commercial show — 57.6 
(Crossley). Over 12% of all U. S. radio homes heard at least 
one game and better than a third of these homes were glued to 
their radios all seven games. 

* * * 

I could go on and on. But these examples are enough to pro\e 
Americans are sentimental . . . that when they are moved by sen- 
timent they are also moved to action. As I have said, this is a 
good thing for the sponsor, for once a sponsor has found the 
right approach and puts that approach into a program on Mutual, 
he can expect things to happen — as many Mutual sponsors know. 

("Mediation Board" is one of our newer Co-ops; half of 
"Heart's Desire" is sponsored by Philip Morris, the other half, 
a fifteen-minute strip, is still available. Sponsorship of "Queen 
For A Day" is shared by Miles Laboratories, Philip Morris, 
Armour & Co. and International Milling. The World Series, of 
course, is sponsored by Gillette whosecontract runs through 1951.) 

If you are interested in reaching a loyal and responsive audience 
(daytime coverage: 29,000,000 radio homes) why not call us? 

•i^»i^*>^»i^«»i^«i''«i^*:i^ -p- i> -^rO v> 
\» \, 

V MUTUAL % 

X BEOADCASTINa SYSTEM \ 

\t World's Largest Network 
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New developments on SPONSOR stories 




• NOT TOO LONG AGO 
many a placid Massachusetts 
bovine was shot down in the 
prime of her cowhood by 
rookie Rhode Island militia- 
men shooting on the R. I. 
range. But times have changed 
and the rifle-range relocated to 
shoot up and down the state 
instead of across. WFCI's 5000 
watts, however, respect no 
boundaries. They shoot far into 
scores of thriving Massachu- 
setts communities ... a gen- 
erous bonus that doesn't appear 
in Rhode Island statistics. 

The "American" voice is 
strong in this area . . . 
and WFCI's rates make it 
Rhode Island's -best buy. 




WALLACE A. WALKER, Gen. Mgr. 
PROVIDENCE, The Sheroton-Biltmore 
PAWTUCKET, 450 Moin St. 

• 



Repreientotivei: 

THE KATZ AGENCY 



(See "Eiio News Repofter," SPONSOR, March 1947, page 
1 3.) Why did Standard Oil Company of New Jersey drop 

• ^^P« the spot "Esso Weather Reporter"? Do they plan to resume 

it? Will they return to television newscasting? 

When Esso found they could sponsor all the University of Arkansas' foot- 
ball games last season, they dropped their 13 weather reports but retained 
their major radio campaign, Esso News Reporter, on 42 outlets. Esso's 
reasoning was simple: despite ready-made audiences, impact of the twice- 
daily 1-minute weather spots was very small compared to the effect of 
sponsoring 11 (including the Dixie Bowl) games of the popular Arkansas 
Razorbacks. Results, according to Esso, more than justified the move. 
Games were carried on a special 8-station hook-up and merchandised to 
the hilt, with enthusiastic cooperation of area dealeis. The weather 
stations were dropped because the radio budget wouldn't cover both. 
However, three Weather Reporter stations, WMFD, Wilmington, N. C, 
WELI, New Haven, and WNEB, Worcester, Mass., have been switched 
to the Esso News Reporter twice daily. Who gets the "Porkei" radio 
lights in 1948 is still an open question. Esso would like to sponsor them 
again. The University may give a local advertiser the nod. 

Like other sponsors who have experimented with television and 
dropped out temporarily to digest their experience, Es^o is awaiting that 
"ripe" time to return. It isn't saying when. 

(See "Bread and Cake Story," SPONSOR, April 1947, 
pase 25.) What are the leadins bakeries doins in radio? 

• j^^P* Has Continental reduced its air advertisins? What is the 

status of "Grand Slam"? 

Ward's, Purity Bakeries (Taystee), and General Baking, three of the more 
important factors in the bread and cake business, have cut back their in- 
vestments in broadcast advertising but Continental will continue to 
sponsor Grand Slam and to supplement its network operations with heavy 
announcement schedules for Wonder Bread (1I5 stations) and Hostess 
Cake (66 stations). 

So much mail comes in for Grand Slam that the program accepts mail 
for only two weeks out of each 13. The last two weeks during which mail 
was requested the program's mr, Irene Beasley, received 287,000 letters. 

Lee Mack Marshall, Continental advertising manger, says, "I 
wouldn't sa>' that Grand Slam is the most successful show we've ever had, 
but it's gathering a good rating, listener reaction is excellent, and our own 
organization and our dealers like it." 

(Continental, despite shortage of cereals and grains in I94S, expects to 
do an increased business. It has to do this since the profit margin in the 
field is growing shorter and shorter as costs climb higher. 

(See "Those Rod and Gun Millions," SPONSOR, June 
1947, pase 35.) Why are there more rod and sun programs 
on the air now than last year? Is "Fishins and Huntins Club 
of the Air" (MBS) still the only network show of the kind? 
What about transcribed versions? 

It's estimated by sports writers that 4,000,000 (that's conservative) more 
fishing and hunting fans acquired licenses during 1947 than the 1946 
24,000,000. Thousands of these are ex-Gls who learned to fire a gun and 
live outdoors in the Army. Shortened work weeks, good wages, and such 
fascinating post-war equipment as new high-powered guns are among 
reasons for the increase cited by Albert M. Day, U. S. Fish and Wildlife 
Service head. He also credits abundant air tra\-el facilities. While no 
figures are available as to how many sportsmen were inspired to visit 

(l^lease turn to page IS) 
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SPONSOR 




NOW HOW... 



23 years with major networks and individual stations, 

including four years network production . . . 

that's our Cohimercial Manager. 

10 years as producer, copy chief, announcer . . . 

he's Program Director. 

16 years in news work — on radio and daily 

papers . . . our News Editor. 

9 years of radio and television ... a winner in 

national script contests . . . Our Copy Chief. 

Yes, friend, this is "Know Hotv" to help sell your 

product /" the oil-rich, agriculture-rich Ark-La-Tex 

market. 50,00U-watt KJFKH is heard by most, 
y 

preferred by most, and we'll prove it! 




) 



There are seven other radio stations in the Ark-La- 
Tex. All of them combined will not cover the rich 
primary (50%) area of 50,000-watt KWKH. 
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|I*N* (Continued Jrom page 16) 



RICH 
DOWNSTATE 
ILLINOIS 
MARKET 

0H€ UaUtm, . . . 

WMIX 

and 

WMIX 
FM 

"Southern Illinois' Most 
Powerful Radio Voice" 

The only station that covers and 
sells that entire rich downstate 
area for you . . . and with both 
AM and FM at one single low rate. 

No.2 Radio Center, ML Vernon, III. 

940 kc 94.1 me 

National Representative ' 
John E. Peanon Company 



favorite game haunts because of the speed and ease of reaching them by 
air, it's interesting to note that Eastern Airlines is expanding its Flying 
Fisherman Club and inaugurating a Flying Hunter Club. 

Most real outdoor fans are fanatics. The discussions and answers to 
questions of the panel of experts on Fishing and Hunting Club oj the Air 
(MEiS, Monday 10:00 p.m.) mean so much more to the followers of rod 
and gun than the mere taking of game. The Qub, still the only network 
show devised especially for these fans, continues to draw 15-20,000 
letters weekly with comments, tips, questions. 

Thirty-five additional local sponsors have joined the 30 who were 
bankrolling the show on a cooperative basis last June, in areas other than 
that of The Mail Pouch Tobacco Company, show's major sponsor. Mail 
Pouch reports the Club still doing a bang-up selling job on the 43 stations 
in its distribution area. Eighty-two stations still carry the show sustain- 
ing (it's been on Mutual since January 1947). In view of the fact that the 
show's Hooperating average is only a little over 2, this is a tribute to the 
intense loyalty of fishing and hunting dialers. 

Accuracy is just as imf)ortant as interest in a program devoted to 
matters near the hearts of fans. And there's evidence they'll listen to 
genuine experts just as avidly on wax as live. Outdoor Lije Time, a 
transcribed show produced in conjunction with Outdoor Life Magazine, 
has gathered audiences for advertisers on stations throughout the country. 
Sunbury Tire and Supply Co., Sunbury, Pa., ran a fishing contest in con- 
nection with it over WKOK which brought the firm 2,000 prospects who 
had never been in the store before they came to register for the contest. 
It resulted in substantial increases not only in sales of sports goods, but 
of tires, household appliances, etc., as well. 

Intensity of listening pays off. 




pefifors fo a quicl<-profif spof on Rochester's new 



live-wire, up-and-af-'em station — 

ROCHESTER, NEW YORK 

BASIC MUTUAL STATION 
5000 WATTS 1280 KC 

NATIONALLY REPRESENTED BY WEED AND COMPANY 
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^^Always giving something extra!" 

*Just ask your 
Roymer representative 



TOP I 
AVERAGE j 
INCOME , 

Any lulvi'i'tistM- look- ' 
infi for now niarkcls 
knows lo\i fiiiiiily 
inconic is a first re- 
I (|iiirciiicnl. Xiul tlie 

i 1,()()0,000 rural niul 

iirliaii rcsitlcnts in 
WJIIL's covcra^jc 
area have the hi«j:li- 
esl average i'aiiiily 
inroiiie of any sinii- 
larareain llic^oiilh 
—well over !?2,(M)0 a 
year . . . Cheek the 
fads. Compare 
WJIIL's market po- 
tential with any on 
your list — then let 
WJHL help do your 
selling; jol). 



ONLY ABC OUTLET 
COVERING THE NORTH- 
EAST TENNESSEE MARKET 




5.000 W 910 KC 

JOHNSON CITY, TENNESSEE 
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Vp in charge of advertising, home service, and market 
analysis; General Mills, Inc. 

The huge Minneapoh's firm of General Mills buys and processes 
one out of every ten bushels of wheat raised in this countn'. It did * 
some $371,000,000 in over-all gross business last year. It still leads the [ 
nation's millers in bulk flour sales. It is second only to Kellogg in the j 
cereal field. However, the decreased per capita consumption of milling i 
products, plus ever-narrowing profit margins, has accelerated General 
Mills' expansion into such competitive fields as home appliances, vitamins, 
farm service stores, farm implements, and organic chemioils. For a firm 
like General Mills thus to broaden its base requires a top selling job. The 
man who has made a career of it at General Mills is mercurial Sam Gale, 
who has been with General Mills since its formation in 1925, a vp since 
1942. 

Sam Gale is spending the seventh largest ad budget in the U. S. 
(about $12,000,000) for General Mills advertising and sales promotion in 
1948. Broadcast advertising gets the biggest slice (50%) of the budget 
for a dozen shows on two networks, plus national spot campaigns. More 
money than last year is going into farm and business papers, newspapers, 
magazines, films. Gale makes full use of General Mills' big research de- 
partment (it's grown from five people in 1930 to over 300 today) to 
evaluate his advertising efforts. Premiums and products are pretested 
and analyzed, campaigns are closely examined, and all General Mills sell- 
ing activities— whether of the low-pressure "Betty Crocker" type, or the 
razzle-dazzle premium promotion variety — are geared carefully to media, 
market, and consumer. 

The General Mills premium operation is a model of high-pressure 
selling, and frequently outdoes the similar efforts of the major soap com- 
panies. According to Gale there seems to be no particular limit to the | 
number of promotions which the public will accept but Gale and General [ 



Mills aim at fewer and better promotions. Despite Sam Gale's super- 
premium deals, he's no huckster. In a job that would make any ordinar>' 
ad-man a cynic in six months, Gale exhibits an unbounded enthusiasm 
about his finn, its advertising, and its future business expansions. 
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BASEBALL 
AVAILABLE 

for Sponsorship 
in Wasiiington, C. 



Capture better than 40% of the 
Washington listening audience 
April thru September 



Wire or telephone Station 

W WDC 

NAtional 7203 

Or contact your nearest Forjoe & Co. office for complete details 
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There's a lot more to it than this . . . 



The telephone is a wonderful device. And its use plays an important 
part in the sale of radio time. But there's a lot more to it than this. 

Take the average Weed and Company representative. On 
the phone or across the desk from you, he knows yo/zr business 
and talks yo/zr business. He wouldn't be there if he didn't. 
He's a salesman, certainly. He represents Spot Radio, one of 
the most profitable forms of modern advertising. He also 
represents over 250 years of combined experience in 
showing Spot Advertisers how to get the most for their money. 

Behind that cxjierience are the two bed-rock qualities 
that created it: expert knowledge and plain hard work. 
These are the two factors that produce most of the results 
most of the time . . . the two factors that make 
Weed and Company service so valuable to any .advertiser. 



Weed 

and company 



radio station representatives 

newyork • boston * Chicago • detroit 
sanfrancisco • atlanta • Hollywood 
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Dialing Habits are dhanging 




Inerease in indopendont .stations and 
network outlets is altering the listening picture everywhere 



^■pHRfjl More people are listening to 
^■■■s"** independent stations. This 
has been revealed by confidential surveys 
and reports by Compton Advertising 
Agency and the A. C. Nielsen research 
organization. And there are hundreds of 
new stations serving the United States. 
In 1945 there were 217 non-network 
broadcasters. Today there are over 900, 
practically as many as the total number 
of stations (912) that were on the air in 
1944. (TV and FM stations are not in- 
cluded in these figures.) 

Networks have also grown during the 



past five years. NBC has expanded from 
137 to 162 outlets. CBS had 1 16 affiliates 
in 1943 and today has 162. ABC, reach- 
ing listeners through 251 stations this 
year, in 1943 was a 136-station chain. 
Mutual, the fastest growing web, in- 
creased 129% during the past half decade. 
It now connects and programs 474 trans- 
mitters. 

This station growth is materially 
changing the listening habits of the 
nation. During the last few years, up 
to the middle of 1947, listening in the 
average radio home had not materially 



increased despite station expansion. The 
larger number of stations simply divided 
the listening time per home. Starting 
with the middle of 1947, listening began 
to build. Block programing by stations, 
energetic promotion by a select number of 
local stations, and smart exploitation by 
the chains, have contributed to a better 
appreciation of what is on the air . . . and 
a desire to hear it. 

Although this trend was detected by 
the A. C. Nielsen research organization 
during early 1947, it did not begin to show 
in the national Hooperatings until the end 



Average dally listening*, January through June, 1940 vs 1947 
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CBS 
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of the year. In J;inunr> ol 194S sets-in- 
usc fi};urcs rclcnsi'd by Hoopt-r indicated 
.T ( increase over the same period in 1947, 
from 3-4.1' < to 34.S'7- This increase was 
in lace of a downward trend in families 
who were at home and thus available to 
their radio receivers. The unexplained 
drop in "available radio homes" was from 
S2',' in 1947 to 80^' in I94S. 

W hile listening increased generally in 
1947 (according to Nielsen), it increased 
more lor independents than for networks. 
This was e.\[X'cted to some degree since 
nLimeroLis independents were coming on 
the air and building from scratch. How- 
ever, older independents zoomed their 
audiences also. It was this over-all in- 
crease of listening to independents that 
inspired Compton Advertising to under- 
take a survey on "the trend away from 
network listening" last fall. The re- 
search study was under commission from 



Procter & Gamble and based upon re- 
ports supplied by C. E. Hooper. 

The Compton study is a confidential 
document, as is the report on listening 
shifts made recently by the A. C. Nielsen 
organization to the four networks. The 
Nielsen report is said to indicate that 
independent stations are increasing their 
share of listening on an all-year-round 
basis. In the past sponsors concluded 
that non-network stations added listening 
only during the baseball season. 

It's true that baseball docs accentuate 
the shift, especially at the height of the 
season and in cities in which there are 
major league baseball teams. It's even a 
bigger factor when night baseball games 
represent an important pan of a home- 
team schedule, as they do in Washington 
where all the Senators' games in 1948 
will be played under lights. In Boston, 
Detroit, Cincinnati, St. Louis, and in 



How lisi<Miiii;j; is divhicti in siiiall. iiiotliiiiii and 
lar;^o Jaiiiiary io June, lU Ui vs. IJM7* 
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most of the home cities of International 
League'teams, independents broadcasting 
the games control the largest share of 
listening during the heat of diamond com- 
petition. In the towTis where night foot- 
ball is a feature, independent stations 
carrying these games frequently snare top 
audiences. 

Independent stations are expanding 
their share of the audience during the rest 
of the >'ear too. While the networks have 
increased the size of their audiences, they 
generally are not holding their percentage 
of the total audience. Tlie drop in net- 
work percentage of total listening audi- 
ence is more than made up by the fact 
that the size of the radio audience has 
grown. During the past year the number 
of radio homes has increased 3^0 while no 
network has lost more than 2.39c of the 
sets in use. 

Network advertisers, therefore, are re- 
ceiving just as big an audience as in the 
past. Actually the audience may be 
larger because, besides the increase of 
radio homes, there has been a sizable 
growth in tlic number of radio receivers 
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per home. While the number of radio 
homes has increased to 37,000,000 from 
the 35,900,000 reported at the end of 1946, 
the number of radio receivers built up to 
66,000,000. Today there is an average of 
1.7 sets p>er home. Multiple-set families 
listen more than single-receiver homes, 
although it is not possible to estimate just 
how large the increase is. Economic 
status and other factors are involved for 
which no comparative figures are avail- 
able. 

The average Nielsen radio index home 
listened 18 minutes more per day in 1947 
than it listened during the same period in 
1946 (January to June). It listened one 
minute less per day to NBC, one minute 
more to CBS, three minutes more to 
ABC, four minutes more to MBS and 1 1 
minutes more to independents. In the 
daytime, independents ran a very close 
third in competition with the networks. 
Average daytime listening, per day, was 
NBC 36 minutes, CBS 33 minutes, inde- 
pendents 32 minutes, ABC 25 minutes, 
and MBS 19 minutes. 

Independents tie with ABC for third 
MARCH 1948 



place at night splitting 38 minutes of 
listening with that network. The senior 
networks lead nighttime listening by a far 
greater margin than they do in the day- 
light hours. NBC is heard 35 minutes, 
CBS 30 minutes, ABC and the independ- 
ents 19 minutes each, and MBS 13 
minutes. 

Total radio listening per day and night 
during the first half of 1947 was four hours 
and 23 minutes in the Nielsen survey 
area. In Hooper's 36 cities, where all 
four networks are said to be heard with 
equal facility. Hooper's sets-in-use figures 
indicate, for the same January to June 
1947 period, three hours and 17 minutes 
listening per day. Hooper's figures, rep- 
resenting only big-city telephone home 
listening, are always lower than Nielsen's, 
which are said to reflect radio listening 
habits of 63% of the United States, rural 
as well as urban. 



It is in the rural areas that the biggest 
increase in radio homes is noted. Raditj 
ownership among farmers has lagged in 
the past far behind urban home owner- 
ship. While big urban-center homes were 
97% radio equipped in 1946, only 76.2% 
of farm homes had receivers. Estimates 
indicate that this 76% jumped fatitasti- 
cally upward during 1947 as farmers en- 
joyed unprecedented prosperity. How- 
ever, actual figures are not available as 
SPONSOR goes to press. 

Indicative of the extent to which inde- 
pendents are increasing their share of the 
listening audiences, Nielsen's presenta- 
tion to the networks (based upon January 
to June listening, 1947 vs 1946) showed 
that NBC's share dropped from 29.2% to 
26.9%. CBS during the same period 
dropped from 25.5% to 24.3%. ABC's 
share was almost the same as in 1946 — 
{Please turn to page 62) 
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Escape 
TliroHgh 
Radio 



Every woman listener can be 
a «|ueen or Cinderella — ;iii«l 
how sponsors love the i«lea! 



The daytime listener is offered two 
forms of escape via radio. There is the 
dramatic serial which continues to lead in 
mass popularity all forms of daylight 
broadcast entertainment. Damned by 
many psychologists, this show-form, ac- 
cording to other researchers, enables 
women to better withstand a humdrum 
existence. It is the air's equivalent of 
EastLymne.Camille, and Smiling Through. 

But there is a newer form of escape on 
the air. I.t's a dream world, bedecked 
with Prince Charmings, glass slippjcrs, 
queenly wardrobes, hearts' desires, and 
visits to fabulous Miami, New York, and 
Hollywood's motion picture studios. It's 
a world that not only offers its listeners 
a means of substituting themselves for the 
heroines of the broadcast Cinderellas, but 
gives them the opportunity of actually 
becoming Cinderellas. Daily these pro- 
grams touch the lives of millions of 
women listeners and give them new hope. 
Each day American homemakers step 



(1) imogene Stone wanted to be kissed by a platoon. 
(S) Mrs. Lottie Dawson had yen to pilot a train. (3) Andy 
Russell was Mrs. Evelyn Gibson's prince. (4) She liked 
breakfast in bed; the sponsor made sure that she got it 
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into a dream world, a dream world thai is 
their very own --for a weekend, a week, or 
in some cases just for a glorious day. 

Like the kitchen drudge of the fairy 
tale, a great deal of the glamor of the 
moment disappears after the broadcast 
and Cinderella experience but everyone 
touched by radio fate never forgets her 
moment in a dreamworld. Unlike the 
Cinderellas of childhood days, each 
listener who has her dream world come to 
life is permitted to keep the physical 
things that are part of her magic existence. 

The escape programs are something 
apart in broadcasting. Cinderella Week' 
end, a syndicated script program heard in 
different forms over WTIC (Hartford, 
Conn.), WHAM (Rochester, N. Y.), 
WEBR (Buffalo), WCAU (Philadelphia), 
and WBBC (Flint, Michigan), competes 
with the daytime hearts and flowers 
serials. It offers the housewife dreams 
instead of tears — if she desires an exist- 
ence apart from her own. Cinderella 
Weekend joins with the Mutual network 
programs, Queen Jor a Day and Heart'siji 
Desire, in opening the doors to fulfillmetltnj 
instead of frustration. Even thquglLiiHiMil' 
a comparatively small percentag|{ 
who listen to these progr, 
mothers can become Cindei 
or realize their hearts' deq 
others enjoy the ei 
woman who achieves" 

Many of the hoi 
coveted distinction,' 
or Cinderella repoVt' .„j,| 
come "new" wonx^'nij hsfve'.^ 



six sponsors per station. Only on WBBC 
is Cinderella's commercial godparent a 
single advertiser — Hamady Brothers, 
owners of 10 large independent super- 
markets in the City of Flint. 

Prior to their sponsorship of Cinderella 
Weekend Hamady Brothers had spent 
comparatively littJe for radio advertising. 
When they were asked last October to 



sponsor the 
1 3-week 
town of F 
a week thai 
plus prizes 
ball 



they agreed to a 
focal sponsors in a 
ican afford the $1,000 
week, 
A hotel 
zes 
Ito 
an 
h, 




compl 
weeku 
break! | 
Broad Kt> 
neraily 

'^ryjlshe leaves l^iint shr re 
d'Urd rniip < J' ti 



participate, however, keep their eyes on 
the trip. That's why they compete. 

WBBC, the Michigan Cinderella Week- 
aid station, was the fifth station to open 
in the Flint market. It felt that its 
Mutual network affiliation was not alone 
enough to make it successful. The man- 
agement (Booth Radio Stations, Inc.) 
came to the conclusion that only heavy 
local programing could win an audience. 
It decided that a big audience participa- 
tion program would do the job. That's 
why Cinderella Weekend came into being 
in Flint. 

Today the station reports that "the 
success of the station with its 31 weekly 
remote broadcasts is unquestionably a 
reflection of Cinderella." 

Like all outstandingly successful pro- 
grams, Cinderella Weekend does not carry 
the burden alone. Hamady Brothers use 
heavy space in The Flint Journal, movie 
trailers in every one of Flint's theaters, 
and promotion in each of their stores. 
(They're building six more supermar- 
kets.) Studio visitors must first come to 
a Hamady store to obtain an admission 



tU'f'i' 'I'il ' ' W'h ' ^. ''^"i^''y store to ootain an aamission 
|!«||yt(li|lis'c|]|f^int the followl^ ;'t't''?'^Sf broadcast. The home audi- 

( ' '!• I n ^•ii^T'^lt rel4t'ina|!ence''|jarticipates by being asked to sug- 

i''Ht!^ 4-'''^^'^^j'}^f'^* ''^'t'^^ "'^'f^l^*''^ questions for the Tuesday 



'clayj^.; 



fresh 



ife. Somq :j)fc(y(fl'.w{^n|ji^^^ , , ^ .^ 

jobs (if they .ha'pi^^nfcjl*- t^jjP^ |w9r^ 



■rt!{^f>sh|?l|[fiilir^ 
. : as';dcy«^;((j^^^^^ 60% of the 
grocery. aqdHlbdiJlM|H|^S3 in Flint. They 
iflid 51*'^ before, Infel i^popscA-^d . the pro- 
ijram. WheiT .tneSr. new loj;'ations are 



iorts tie 



girls). St: 
come out 
aggress i verity 
future. 
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njjj yi|f]^ , i,jijth; ltj|.|!ii5^^ th^y , feel that there' 'ntay^ be no 
.,Ului||;5 ''lllJiWnjj H "ceiling, feu t I'OO'^^ to! the iimouhi of busi- 
" did. jfj.rfCss^h^i^can do ,,. . and they '^eel that 

||(.[tK0:/|jinder£lla appeal yilljedge them to 

„ . , _ •.y;l'4P';-Ihc., is thelorfeanization injNew 

M a(fe<^|tij ' ^mL; J|riedth.the pi/iWpkin coaciV 'A rjjecJi^iyl ^Vpj-'k' l)l|^^!^tti'n^p'_t,he priz£;sj tuipiVhrid 
^li^'.' pdr^^ ! jx5h^r'p{ip fcal clock set ar;(tiidnight is'^eh'inil e'acl^. : pr'dductjgiye>dW£ij;^/or theprdgra^i. Un- 



^sfcaipft! has becbi 
\yorld a finite, thi^l^' 

oters .a new fq'rrri bf ij^Jtfme tfoi^mercial 
|)rogram. Qiie<^Vj(^ aftkiv woii't be thrisjeV 
years .olid untit April of thfs^ jegR ' Heari'^n 
Desire' will have been sponspre'd for ^2 
weeks on April 21. - The 6ldfst,(f;ititierTe//£i 
Weekend (WTIC) won't be ai year old 
until August 1948. The most successful 
Weekend, commercially (WBBC's), won't 
be a year old until October 1948. The 
baby of them all went on the air this Feb- 
ruary 1 3 over WCAU. 

liecause the local programs are ex- 
pensive for one-station broadcasts, most 
Cinderella Weekend daily shows are par- 
ticipation presentations with as many as 



jJ'iS jctiTepliei'ia^^ {jroughV.^j 



j A series of quescjbns are then asked- each 
' contestant, and with each correct answer 
her ctock is mqved forward a number of 
minutes. Each day's 'Cinderella is the 
yopng lady who has stayed out latest ' 
(according to her clock). The daily 
winners are brought back to the program 
on the following Monday to compete fori 
the dream world prize, the weekend in 
New York. 

It's all very simple. The daily Cinder- 
ellas are presented with North Star Blan- 
ket Wardrobes, Westinghouse automatic 
appliances, Farberware, Lisner jewelry, 
and a number of other gifts. All who 



likd som^' other j j»rp.ups in New- Vork, 
Chicago, and Hollywood that* arrange for 
product prizes, V.t.I^. claims that tht^ do 
pot collect two ways. In other word?, the 
manufacturer does not pay for placing 
his product as a broadcast prize.- V.I. P. 
buys for cash many of the prizes for the 
Cinderella programs. Tickets for hit 
plays like Harvey, Happy Birthday, and 
Medea are not obtainable free on a regu- 
lar basis. It's also one thing to obtain 
gifts for coast-to-coast network programs 
and another to obtain them for local sta- 
tions, no matter how big the stations are. 
Qiimi Jor a Day is radio's daily network 
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Cindcrclhi. I lundreils ol thousands of 
women have attended these broadcasts in 
tlie ho|X' that they'd be picked as Queen. 
When selected they rule I lollyu'ood for a 
day, visit .studios and are}{'ven practically 
everything they've dreamed about in 
their Cinderella world. When the pro- 
<;ram orifjinates away from its hrnie base 
in Los Angeles, there are other trips and 
dreani worlds for the Queen to visit. 
To retain the memory of this one glorious 
day many winners form Qiteen for a Day 
Clubs in tlieir home towns have special 
letterheads engraved with their diadem 
and the slogan, "Queenly Forever." 

They feel eternally grateful to the spon- 
sors of the program, Miles Laboratories, 
Piiilip Morris and International Milling, 
(or having made their day's escape into 
the world of dreams possible. Many of 
the Queens make it their life work to re- 
mind people of the sponsors' products. 
This is an added advantage of under- 
writing a Cinderella type of broadcast, 
it turns the "stars" of the show into 
missionary women for whatever is sold on 
"their" program. That's just what they 
call it, "their" program. 

Recently Queen /or a Day, on tour, ran 
into a bad situation in Pittsburgh. 
Tickets for admission to the broadcast 
were sold at $1.65 with (so ticket buyers 
cLiimed) the definite understanding that 
every part of the theater would be can- 
vassed in the selection of queenly candi- 



dates. When every section wasn't 
covered, the women tet up a howl and 
halted the broadcast until special pleas 
were made to them, in the name of coast- 
to-coast listeners. Raymond Morgan, the 
harassed producer returned, via a loc;il 
bank, the admission money paid by the 
women and ran ads of a|X)logy in all Pitts- 
burgh newspa|Ters. There'll be no paid 
admissions to Queen for a Day for a long 
time to come. The opportunity of being 
Queen Is something which women who 
listen do not take lightly. If not carefully 
handled the program could have reper- 
cussions just as unpleasant as they have 
been productive. 

The same is true of Raymond Morgan's 
Heart's Desire, another escape presenta- 
ticn. Over 1,250,000 women, and not a 
few men, have written Heart's Desire what 
they wanted. Handling and grading this 
mail not only could have been an im- 
possible financial burden on the program, 
but it might have been one that could 
have wrecked the show. It was nothing 
short of a stroke of genius to direct the 
mail to a veterans hospital on the Coast 
where over 300 bedridden ex-G.L's open, 
sort, and grade the requests. Prizes are 
given the vets for finding usable letters 
and there's little doubt but that each 
heart's desire is really considered by the 
300 screeners. 

The panel of women selected from the 
studio audience opens letters at each 



broadcast and pleads the cases of the 
women who want their hearts' desires 
fulfilled, is keen to human suffering and 
human hopes. The hearts' desires of most 
cf the women who write is to escape or 
help others escape from drudgery. First 
in requests during the first year were 
washing machines. Letters from women 
who have received automatic washers 
indicate that release from rub-a-dub-dub 
has even more magic than a Prince 
Charming and a trip to New York. 
Women with sizable families are the ones 
who are most appreciative of washtub 
escape. ' 

All escape programs are kin to quiz and 
giveaway sessions, but their appeal goes 
far beyond getting something for nothing. 
They touch with a wand of magic the 
lives of millions who listen hold forth to 
all who dial in the daytime an Alladin 
Lamp that can be their very own. 

The Beverly of Graustark of this gener- 
ation, to millions of women, is a combina- 
tion of Jack Bailey (Queen Jor a Day), 
Russ Alexander (Heart's Desire), and the 
announcer of the local station who awards 
them a Cinderella weekend. 

Escape through fruition instead of fic- 
tional characters' frustrations is today a 
major factor in commercial programing. 
It is being carefully studied by several 
soap-opera sponsors with the thought 
that they, too, may wash out sorrow with 
dreams. 



Hopeful Cinderellas at WBBC (Flint) sit beneath clocks and coach-and-six as correct answers tick off hours in "win week-end contest" 
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Who Listens to FM? 



F3I isuis provc^il 

the $!ijlllll'> SIS 

A3I «lijil(^rs 




Most buyers of FMand AM' 
FM radios are not primarily 



music lovers. Some don't even buy 
their FM instruments because of their 
static-free qualities. They're just ordin- 
ary dialers who want to hear a specific 
program on FM that they can't hear on a 
standard AM station. Many people, of 
course, are buying AM-FM radios because 
they want to hear clearly. Despite all the 
surveys of coverage made by the net- 
works and clear channel stations, there are 
still great areas of the United States in 
which it is not possible to hear AM 
stations. 

Qualitative information about FM 
audiences is comparatively sparse. Most 
FM station operators have limited bud- 
gets and these budgets have very little 



leeway for research of any variety. Most 
stations haven't even analyzed, qualita- 
tively, their musical request mail. They 
have used this mail to prove that they 
have listeners just as AM stations used 
mail during the pre-BMB, pre-Hoaper, 
pre-Nielsen aiidimeter days. 

In order to determine the ratio of mail 
to sets sold in the VVIZZ (Wilkes- Barre, 
Pennsylvania) area, Dick Evans, presi- 
dent of the operating companj-, devised a 
pat formula. When a listener to WlZZ 
phones or writes the station, he is queried 
on where his set was bought. The station 
then checks the dealer on the number of 
FM receivers he has sold. In the WlZZ 
area the ratio of listener inquiries to re- 
ceivers sold has been 50 to 1. 
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Of the people who write WIZZ, 97% 
liavc telephones in their homes. A high 
percentage of writers fall into the class of 
purchasers of expensive radio combina- 
tions, WIZZ has had inquiries from 19 
owners of combinations in the over-$750 
class (Scott, Musaphonic, Capehart, 
Frecd-Eisemann) despite the fact that it 
couldn't trace the sale of even 100 of this 
class of instrument in its area. On the 
other hand it has records of hundreds of 
Olympic AM-FM combinations that were 
sold at $39.50, yet only one postcard and 
one telephone call have been received 
from Olympic set owners. 

Wilkes-Barre FM-AM homes are 
divided into two distinct classes families 
who buy table models at $50 or under and 
families who buy phonograph combina- 
tions at $250 or over. The receivers in the 
middle price range ($79.95 to $125) are a 
drug on the market. They sit in the 
dealers' stores. 

Despite the fact that 97% of all who 
write WIZZ have telephones, a dealer sale 
check-up revealed that only 50% of the 
receivers sold go into homes with tele- 
phones. It's simply a matter of telephone 
homes being more literate — fiiore likely to 
speak their minds on paper. 

FM sets in use in the Wilkes-Barre trad- 
ing area checked through coincidental 
telephone surveys during regular program 
periods are in the same ratio as AM. This 
information was ascertained prior to the 
recent American Federation of Musicians 
clearance of duplication of regular AM 
(network or local) programs on FM sta- 
tions. The duplication of programs is too 
new for any new listening figures to be 
conclusive. When sporting events are 
heard exclusively over an FM station 
sets-in-use figures, it is claimed, run as 
high as 80% of the sets surveyed with 
eight or nine listeners per set. This latter 
figure does not include tavern or club 
listening which averages 30 per spot for 
sport events. 

The claims of certain FM advocates, 
that the medium could not prosper with- 
out the "big" network programs, has been 
answered in Wilkes-Barre by the bread- 
casting of 182 professional sports events 
play by play. What baseball broadcasts, 
day and night, did to AM broadcast 
schedules, pushing independent stations 
into first place in listening in many cities, 
continuous sportscasting is doing for a 
number of FM outlets. It cost WIZZ 



$13,000 for rights to the games they've 
scheduled but these games have made FM 
listening in Wilkes-Barre something with 
which to conjure. 

Because of WIZZ promotion FM set 
buyers in Wilkes-Barre are sports 
listeners. When a man or boy conies in to 
a dealer to buy a receiver in this area, he 
listens to the sales talk about tone quality, 
selectivity, etc., and then asks, "Will it 
bring in the baseball or basketball 
games?" If it's an AM receiver and the 
answer is "No," he walks out of the 
store. It's the same, dealers report, with 
women. 

The baseball games over WWDC-FM 
made Washington, D. C, FM-conscious 
last spring and summer. In January of 
this year the station went on the air with 
its full authorized powx'r and, as noted in 
sponsor's February issue, did a bang-up 
promotion. Following the Miss Hush, 
Walking Man, and other "Guess Who?" 
formulas the Een St rouse-operated sta- 
tion introduced a "Mr. F. M." Clues 
were given on both the WWDDAM 
transmitter and the WWDC-FM outlet, 
but some were given only on the FM sta- 
tion. The contest wasn't too difficult 
because it was made to publicize the open- 
ing of WWDC-FM and to spread the 
neve's of FM. 

The final two days of the contest 
brought in I4,(X)0 answers, with the total 
entries exceeding 25,000. It was strictly 
a mass promotion, no effort being ex- 
pended to hit the class listener. The 
opening program of the new FM trans- 
mitter was staged with all the acumen of a 
four-network promotion. The winner was 
not notified until a few minutes before he 
was rushed to the studio to receive the 
awards which are said to have been worth 
in excess of $5,500. Listeners were in on 
the notification of the winner, with the 
notifier carrying a microphone right to the 
door of the winner's apartment. They 
heard the knock on the door and dis- 
covered the winner at the exact moment 
that he received the good news. The 
winner was rushed to the studio with a 
police escoit for the broadcast, .nccom- 
panied by a regular pla>-hy-play descrip- 
tion. 

Mr. F. M. was Peter Donald who is 
heard in the Capital Cit> on many net- 
work programs as well as his ovmi tran- 
scribed Stanback show. The ratings for 
(Please turn to (laiie 4S) 



(2) Noted Industry personalities judse the screened entries for best "Mr. FM' identification 

(3) Washingtonians fill Presidential Room of Statler awaiting contest winnerannouncement 

(4) Peter Donald, Mr. .F. M. himself, greets Gerald Engert, left, whose entry rated $5,500 

(5) Geraldine Engert, the winner's daughter, hands dad the keys to the Fraier car he won 
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Out of the 



Beaut;^^ Parlor 

into the Home 



Six network aii«l »i«»iiie »$|M»t »$li«»\vis c«liicato 
women thsit waveK can be li«»inonia«le and j^«mmI 



The field of beauty culture 
and cosmetology is losing 
the protection of its last mechanical 
operation. Its future financial health will 
depend upon its once again assuming the 
status of a profession. Shops are failing 
all over the nation (15,()00, 20^^ of all 
shops, in 1947). For over a decade associ- 
ations and unions in the field have 
realized that the majority of shop owners 
in the United States are neither pro- 
fessionals nor businesswomen. Widows, 
factory and office workers tired of their 
jobs, and other women without business 
training have borrowed money, taken 
short courses at beauty culture "acade- 
mies." and become cosmetologists. With 
the aid of permanent wave machines (and 
later cold wave kits) and some luck they 
have made money. They sla\'islily follow 
hairstyles pictured and described in the 
industry's trade papers, Modern Beauty 
Shop, American Hairdresser, and Beauty 
Culture. They attend local or national 
beaut>' shows financed by manufacturers 
and jobbers at which they've found more 
fun than knowledge. In general beauty 



shop owners have played at being business- 
women. 

Today they're faced with the rude 
awakening. They're faced with the fact 
that permanent waving is no longer their 
exclusive province — even in states where, 
by law, "home beauty culture" is pro- 
hibited. In states like Florida, New 
York, and West Virginia it's against the 
law to give a pennancnt wave without a 
license. In spite of these laws, home 
permanent waving is an established fact 
with one firm, Toni, doing a business of 
$20,000,000 in 1946. According to a re- 
cent Fawcett Magazine survey today 
16.7*^ of respondents (readers of one or 
more of the Fawcett publications) use a 
home permanent wave kit. 

Ever since the "machineless permanent 
wave" entered the beauty field, industry 
authorities have forecast permanent wav- 
ing's moving into the home. Before the 
war there were about 35 different brands 
of home permanent wa\'es, none of which 
achieved much success. Nevertheless 
Charm-Kurl (Charm-Kurl Company, St. 
Paul); Crowning Glory (L. R. Kallman & 



Q)., Chicago); and Portrait (H. H 
Tanner & Q)mpany, St. Paul) divided 
$2,750,000 annually in business during 
the last two prewar years. 

It wasn't until Toni, having eliminated 
product and merchandising bugs, poured 
millions into broadcast advertising that 
beauty shops began to feel the loss of 
business and women generally began to 
accept the fact that there was safety as 
well as utility and beauty in a home 
permanent. 

Toni spent $5,000,000 in advertising in 
1947, of which $3,500,000 went into 
broadcast advertising. It has made no 
efforts to build great audiences through 
building new programs. Its current com- 
mitments indicate the thinking behind 
its radio advertising. It sponsors Give and 
Take (CBS), Ladies Be Seated (ABC), a 
typical daytime dramatic strip — This Is 
Nora Drake (NBC), and a 15-minute seg- 
ment of the Breakfast Club (ABC). 
They're morning or afternoon programs 
and while none of them are up in the high 
Hooper or Nielsen ratings (low is Nora 
Drake with a 3.2 and high is Give and 
Take with a 5.6, January 2 6 Hooper re- 
port), according to s[">ecial surveys con- 
ducted by Foote, Cone and Belding and 
Toni they all deliver audiences with a 
minimum of duplication. 
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Help us -and yourself- to 
''Keep the Beauty Business 
in the Beauty Shop" 




Ma U your Check Today 



HELP YOUR PROFESSION 

DO rOU* SHAKt 
SEND YOUR CHECK NOV/ 
TO SUPPORT THIS 
VITAL ADVERTISING CAMPAIGN 

S(f fOlM NfXr rACf 



I 



Ndlional Hairdresseis' and Cosmelologisls Ass'n uiges beauty culluiisis lo Fighl home waves 



Toiii wants to tell its story simply, 
repetitively. It uses the Toiii Twin 
theme (one twin with a professional 
beauty shop permanent and the other 
with a Toni Home Permanent who can't 
be told apart) consistently in both its 
magazine and its air .idvertising. It 
pushes the safety factor, using the ap- 
proval of the Parents' Institute, American 
Medical Association, and Federal Food 
and Drug Administration, for advertising 
copy. 

Toni's big problem is to make the first 
sale. The feeling in St. Paul, the home 
office of the firm, is that after the initial 
use, repeat business will come of itself. A 
new consumer habit must be created 
home permanent waving. Toni feels that 
not all its business is taken away from the 



beauty shops, but rather that at least 25^^ 
of all buyers of home permanent wave kits 
are women who never have been in a 
beauty shop. 

The first attack on the home permanent 
wave trend was to throw the local law at 
users. All cases brought into court thus 
far have been thrown out. Florida's 
Attorney General stated at the time of an 
arrest of a woman for giving her daughter 
a permanent wave, "Next thing we know 
the barbers will he telling men they can't 
shave and powder themselves at home." 

Then home permanents received the 
rumor treatment. Women told each 
other of the ciise of Mrs. So-and-So who 
burned olF all her hair giving herself a 
permanent. Toni organized the HBI — 
Home Beauty Institute with Ed Gott- 



lieb, ex-Carl Byoir executive, at its head, 
to fight these side-of-the-mouth allega- 
tions. HBI has been successful in its 
battle and Toni's business continues to 
grow. 

When Gillette announced its purchase 
(for $20,000,000) of the Toni organiza- 
tion, some business trade paper writers 
tried to liken Gillette's virtually taking 
shaving out of the barber shop to Toni's 
taking permanent waving out of the 
beauty parlor. There are certain distinct 
differences. First, shaving is a daily rite 
with most men, whereas women have 
their hair permanently waved three times 
a year at most. Top home expectancy 
according to Toni, is four times a year, 
the average, twice. In other words the 
average annual sale per Toni consumer 
will be one kit and one refill at kit and 
refill for $2.25 regular or $3 de luxe. The 
male of the species on his part spends $4 
a year for blades and $2 for shaving 
cream. 

It cost Toni 25 cents in advertising to 
get each dollar's business—$5,000,000 to 
sell $20,000,000 in kits and refills. The 
$20,000,000 is Toni's business, not the 
amount the public paid at retail for Tonf 
Permanent Wave Kits in 1947. An ad- 
vertising cost of 25% would be very high 
for many products. The original price 
tag on Toni, however, was 59 cents retail 
(comf)etitive kits were priced at a dollar). 
When it was so priced it didn't sell. 
The public didn't believe that a service 
which cost from $5 to $25 in a beauty shop 
could be performed at home with ma- 
terials that cost $1 or less. 

R. N. W. Han is, Toni president, for- 
merly was a beauty shop supply salesman. 
He knew that in the beauty field a service 



Participation shows (1) 'Give and Take", (2) "Ladles Be Seated", (3) "Breakfast Club", join dramatic serial "Nora Drake" In telling Toni's story 
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or product which went hcgfjinj; at 50 cents 
might he a sell-out at $2.50 or higher. I le 
reasoned that if Ton! wouldn't sell at 5^' 
cents it might, with an advertising [lush, 
move at $2. He also had the idea that it 
would help if he had some beauty shops 
give Toni pernianents. 1 le gave aua> 
kits. Shops advertised Toni pernianents 
and the sales started trickling in. Toni 
business growth continued very slow, so 
Harris proceeded to give away thousands 
of kits to consumers to introduce the idea 
of home pernianents. 

All of these helped Toni gain accept- 
ance. Toni still didn't move with any 
startling speed and Harris realized that he 
had to use a mass advertising medium if 
he was to gain national acceptance 
quickly. He decided that radio was that 
medium because it had immediate adver- 
tising impact. He looked for an advertis- 
ing man who knew broadcasting and 
found Don Nathanson in his home town, 
St. Paul. They bought Meet the hiissus 
on the Pacific Coast and Mel Torme over 
NBC coast to coast. Torme at that time 
was supposed to he the hottest thing in 
popular music, hut 26 weeks proved con- 
clusively that the hottest thing in music 
was the coldest avenue through which to 
catch an audience which would beautify 
its crowning glories at home. Giving one- 
self a permanent wave at home requires 
patience, an attribute with which the 
younger generation, Torme's natural fans, 
are not generally gifted. Toni discovered 
that women in the 25-to-35 age groupare 
better prospects; that meant programs 
like their Meet the Missus (West Coast), 
Breakfast Club, Nora Drake, Ladies Be 

Twins spearhead Toni's appeal to compare pernianents>^ 




Seated, Give and Take, all programs reach- 
ing young married and middle-aged 
women. 

Only one of these programs can possibly 
reach women who work, the Saturday 
afternoon Give and Take. Toni uses this 
piograni instead of preniiinii time (from 
6 to 10 p.m.), which costs roughly twice as 
much as the daylight hours, because there 
is too much waste circulation for [lernia- 
nent wave advertising at the [X-ak listen- 
ing hours. 

That's not the feeling of 1 ludnut's, 
which together with its corporate associ- 
ate Standard Laboratories plans to spend 
several millions in 1948 pushing home 
permanent wave kits. Standard is spon- 
soring the new Henr>' Morgan program 
over ABC for its Rayve Shampoo hut is 
arranging cut-ins in areas where its Hedy 
Wave home pernianents have distribu- 
tion. As socn as the distribution is na- 
tional, Hedy will be given one-third to 
one-half the commercial time. 

Hedy hits harder at the beauty shop 
permanent wave business than Toni be- 
cause to a limited degree it's a custom 
permanent, with a "Clamour Guide" 
which enables the user to give herself a 
special wave adjusted to her own hair. 
The guide has special instructions for thin 
and heavy hair, for dry and oily hair, for 
bleached hair, and even, notes Standard, 
tells the user when she should have no 
permanent at all. 

Hedy's air copy, planned for the cut-ins 



and being used currently in its spot broad- 
casting operations (on a cooperative 
basis) states, "Even an experienced 
beauty ojierator in your home could ad- 
vise you no more expertly, no more 
accurately, than this amazing, scientific 
'Glamour Guide.' It's yours only with 
Hedy Wave!" 

\ ludnut's home wave kit has just been 
introduced on the market and its plans, as 
far as radio is concerned, are nebulous at 
this time. The only broadcasting that 
has been done on the kit has been by a 
few department stores who have used 
copy in their own regularly scheduled 
programs. 

While the only aggressive home perma- 
nent advertising being used or planned on 
or of! the air is that of Toni and Standard, 
at least ten cosmetic manufacturers have 
plans in the blueprint stage for home per- 
manent wave kits. Some, like the plans 
of Helena Rubenstein, are for a class per- 
manent wave kit which will retail in the 
$3 to $5 class. Northam Warren Corpor- 
ation, manufacturers of Cutex and Peggy 
Sage nail polishes, also have plans to 
merchandise a home wave package. It's 
logical for them since they have the sales 
organization with which to achieve na- 
tional distribution quickly. 

To the beauty shop profession home 
pernianents represent a gigantic chal- 
lenge. The National Hairdressers and 

{Please turn to page 74) 
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i\eiv slurs, new programs, new Sf)onsors 



They're Going Transcription 





Transcriptions are as vital to 
successful independent station 
operation as a network line is 
to a web affiliate. This has been theo- 
retically true for over a decade, since re- 
cording quality became equal to network. 
It has been only during the p.ist 
five years, however, that theory has 
become fact. 

Broadcasting functions on a long-term 
basis, yet only five years ago there were no 
long-term important transcribed pro- 
grams available for sponsorship with the 
exception of transcribed musical libraries. 
Frederic \V. Ziv, Inc., changed that in the 
syndicated program field. Bing Crosby 
made transcriptions respectable for stars. 
Harry Goodman developed the tran- 
scribed spot annouticcmctit field for local 
and regional sponsors, and Lx)uis G. 
Cowan, Inc., brought the first real com- 
petitive factor to syndicated commercial 
recordings, it was Lou Cowan also who 
made transcribed disk jockeys profitable 
for sponsors all over the nation, with 
Tonimy Dorsey. 

Until Ziv produced his big-time musical 
transcribed programs with name stars, 
sponsors had to use e.t. libraries or else 
home recordings if they wanted musical 
programs on most local stations. If an 
advertiser wanted to place a number of 
dramatic programs five years ago he had 
to use star-less recordings, which, while 
often good entertainment, were still minus 
names that would have drawn listeners. 

Ziv and Cowan, plus a host of one-star 
transcription organizations, enable sta- 
tions to block -program certain periods of 
their day with big-name dramatic pro- 
grams without fear of a series' blowing up 
due to lack of material. It's true that 
there arc still not enough mystery pro- 
grams on disk to enable a station to 
schedule across-the-board (every day at 



the same hour) mystery shows. Several 
attempts to do this ran dry of disks 
before a year was out. 

To Ronald Ctilman, Arthur Treacher, 
Alan Ladd, Richard Kollmar, Barry 
Woods, Guy Lombardo, and Vincent 
Lopez now have been added Bob Bums, 
Tommy Riggs and Betty Lou, and Myrt 
and Marge (revival). There shortly will 
also be at least one new big-star musical 
released by a major e.t. producer. This 
series was recorded sans fanfare during 
the latter part of 1947 for release this 
year. It's part of an entirely new pro- 
gram line-up which this producer will 
promote as an indication of his feeling 
that standard broadcasting will continue 
to be a vital part of broadcast advertising 
for a long time. 

Bob Burns, like Crosby, is of the 
opinion that he can do his best work when 
the pressure of weekly broadcasts isn't 
hanging over his head. Star Transcrip- 
tions, the organization handling Burns, is 
concentrating its selling attack on depart- 
ment stores, feeling that Burns' family- 
type program is ideally suited to depart- 
ment store merchandising. Rate for 
Burns w ill be 1 50% of the time of the sta- 
tions over which the transcription will be 
used. 

Tommy Riggs and Betty Lou is also a 
family-type transcribed program. Pete 
Wasser of Pittsburgh {ex-KQV) is han- 
dling Riggs, who started his career in the 
Smoky City. Myrt cimJ Alcir^e platters 
have been reissued elfectivdy during the 
past two years but now Larry Finley, 
better known as a dance hall entrepre- 
neur, will have 400 new programs on disk 
wfth Myrtle Vail playing her original 
role. Phiico is using the program as part 
of its cooperative dealer campaign. 

The Broadcasters' Guild Michael 
(Please turn to page 8S) 



(Top) Tommy Ri99s «nd his Belly Lou ate newcomers lo syndlcdied li«nsciiplions. (Cenlei) 
Bob Burns is now a disk persona lily, loo. (Bollom) New "MyrI «nd Marge" being recorded 
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CKLW 



Located on, and bounded by Lake Erie, Lake Huron and the Detroit River, 
CKLW beams its 5,000 watt clear channel signal via the water route to a ten-million population area 
with a radio-homes and buying-power percentage second to none in America. The power of 5,000 
watts day and night. A middle-oF-the-dial Frequency oF 800 kc. That, coupled with the lowest 
rate of any major station in this market, has made CKLW the Detroit Area's Number One radio buy. 



Guardian Bldg., Delroil 26 
./. E. Campeau, President 



Adam ./. Young, Jr., Inc., Sal'l Rep. 
11. .Y. Slovin eS Co., Canadian Rep. 



5,000 Watts Day and Night— 800 kc. — Mutual Broadcasting System 
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Chiquita minute mcvies have humorous quality of BBD&O's jingle 



International's Salt's theater film will make good air entertainment 
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Tf Commercial Films 



Already 60'~( of all com- 
mercial programs on the 
visual air have their adver- 
tising on film. And although NBC 
frowns on filmed selling it docs so as a 
matter of network policy* rather than 
because of a belief that commercials are 
less effective when scanned from reels. 

Most agency TV executives are pro- 
film. They all admit that there are cer- 
tain spots on sportscasts which require 
live selling rather than film during time- 
outs and penalties, for example, because 
of their uncertain length. It is now the 
general feeling that it will be cheaper to 
film commercials than do them live, but 
that isn't the only reason for the pro- 
film feeling. Most TV directors suffer the 
tortures of the damned during every live 
product demonstration on the air. They 
recall the Gillette razor tha^ jammed right 
in the middle of the commercial and the 
visitor who spoke of Lipton's Tea all 
through the Tenderleaf Tea presentation. 
That can't happen with film. 

The a)st hurdle is a factor to the adver- 
tiser only when the agency director still 
thinks in term.s of large screen motion pic- 

\ HC, frrls Itifll nrlif*irk:< tin nnl fntfill Ihetr imrlmsr 
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tures to be shown in theaters. These 
pictures can run into figures like $100,000, 
as the current efforts by Coca-Cola and 
NBC's film selling broadcasting do. 
Lucky Strike's semiannual sales promo- 
tional films cost the American Tobacco 
Company $50,000 each, Estimate of the 
annual gross billing by commercial film 
firms, of which Jam Handy in Detroit is 
the biggest, is $30,000,000 a year. Many 
of these organizations are already in the 
TV film business. As much as 75^^ of 
current Lucky Strike television advertis- 
ing is built from clips from the sales pro- 
motional films which Jam Handy has 
made for ATC during the past few years. 
These are used during Lucky Strike- 
s(xinsored sports e\ents as well as one- 
minute commercials. 

Foote, Cone and Belding is preparing 
all new film for Pall Mall commercials, 
which will enable ATC to compare re- 
edited film with specially-prepared TV 
film commercials. 

The effectiveness of the visual air 
medium is not an unmixed blessing to the 
TV producer. When A>'er was presenting 
time signals over WNBT and WCBS-TV 
for Waltham (now inactive on the air) 
there were complaints from \'ie\^eis when 



Don McClure (Ayer TV executive) sched- 
uled the same commercials three times 
during a relatively short per'md. The 
commercial appeal must be repeated, of 
course, but it must be repeated with 
different visual and spoken copy. Repe- 
tition is just as important in TV as it is in 
any other medium, but the use of the 
exact same visual and oral commercial 
time and time again negates the effective- 
ness of the advertising message. Lucky 
Strike's pictures are repeated three times 
in ten weeks. But McClure feels that a 
maximum of four times a year would be 
best. 

Television is not a medium into which 
a sfxjnsor should rush overnight. Effec- 
tive use of this eye and ear appeal seldom 
results from a precipitous plunge. The 
combination of eye and ear appeal re- 
quires real planning. That doesn't mean 
that a new commercial can't be planned 
for each week, or that the filmed commer- 
cial for a weekls' program has to be so 
costly as to rule out using a different one 
each week. Lee Cooley (McCann- 
Erickson) uses a one-minute film fie- 
quently for his Swijt Home Service CIttb. 
It costs him about $75. He shoots 
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it on i6mni silent ;ind has it narratei.) 
from a cue sheet. 

The i6nini and the 35nini advocates are 
frequently adamant that their s[x;cialty is 
the ideal size of film to use. If an adver- 
tiser is to make film commercials to use on 
all stations his prints must he on 16mm 
since many stations arc without 35mm 
projection equipment. The facts on film 
size are relatively simple. If hoth sound 
and picture are to be shot at the same 
time 35mm is the better size. It's not too 
e.xpcnsive to make 16mm prints from 
35nim negatives. If the film is to Ix- shot 
silent and sound added later 16mm is said 
to be just as satisfactory. 

A new 16mm camera demonstrated 
with special film by du Pont during Janu- 
ary indicated that the problems inherent 
in simultaneous filming of sight and 
sound in this size are rapidly being 
eliminated. Many film men still aintend 
that it's better to stick to 35mm which 
has four times the area of the 16mm, if the 
utmost clarity of sight and sound is 
desired. 

Most commercial film producers and 
agency executives hesitate to quote prices. 
VV. H. Vilas, film and TV director of ad 
agency J. M. Mathes, quotes one-minute 
commercial films, shot with live per- 
formers, from $150 to $7,000. Animated 
subjects run from $4,050 to $6,750 (90 
feet at from $45 to $75 per foot). Slide 
film, cartoons, etc., will run, according to 
Vilas, from $300 to $4,000 for one minute. 

Vilas has made no special TV films yet 
but he has made minute-movies for Spur, 
Canada Dry, Union Carbide, Interna- 
tional Salt, and other Mathes clients, all of 
the shorts he feels are ideal for TV. The 
Spur pictures will be used on television in 
all areas where there are video stations on 
the air. Where there are no stations the 
Spur minute-movies will be shown in 
moving picture theaters. 

Commercial film faces the same prob- 
lem as TV has faced during the past few 
years — who is boss in the control room? 
TV has opened control to agenc>' men but 
commercial film men for the most part 
still cling to the belief that the producer, 
not the agency man, should be boss. 
According to most agenc> men this prob- 
lem is not licked by hiring film men for 
the agency. That jumps the overhead 
too high for an agency profit or else the 
client has to be charged too much. As 
Don McClure puts it, the job is to find a 
good producer and convince him that the 
agency knows what it's talking about. 



That this can be done is evident from 
the enjoyable, in fact thrilling, one- 
minute pictures which John Sutherland 
has just produced for BBD&O on behalf 
of the United Fririt Company. He hrs 
been able to take the Chiquita Banana 
character right out of the singing conv 
mcrcial radio spots and bring her to life 
with full color, comedy, and sales effec- 
tiveness. These pictures arc basically for 
motion picture showing hut even though 
they're in full Ansco color they can be 
effectively scanned for TV without loss of 
impact. Not that all color motion pic- 
tures make good TV fare. Some arc shot 
without regard to how they'll show up in 
black and white and wash out when 
scanned by a television camera. How- 
e\'er, man>' agency and motion picture 
men watch their gray scale* when shoot- 
ing color and the result is as good a pic- 
ture in black and white as in full color. 

Dual-use pictures will be important for 
the next two years during which TV will 
be growing up. To obtain the fullest im- 
pact these one-minute pictures will be 
shown on the air and in theaters. They'll 
cost more than either straight theater 
pictures or straight TV film, because the 
requirements of full theater-screen pic- 
tures and small-screen television are 
different. To make pictures meeting both 
requirements, that are mostly close-ups 
and still have enough background detail 
. . is a costly and difficult art. 

As an indication of the fact that com- 
mercial TV film differs from other film. 
Camels, while buying its newsreel from 
20th Century-Fox, is having its commer- 
cials filmed by Jerry Fairbanks, who does 
most of NBC's film work. Even though 
Fairbanks men are shooting the NBC 
newsreel, which will compete with the 
Camels production as far as news is con- 
cerned. Camel's agency, Esty, felt that 
the>''d better use a TV-conscious producer 
for commercials. And to quote Jack 
Pegler of the Fairbanks New York office, 
who won't give definite costs on the com- 
mercials because of an Esty office rule 
against talking costs, "they won't be 
cheap." 

Fairbanks will make special commer- 
cials for their own syndicated TV film 
which will he in line with small-budget 
advertisers. They don't want the small 
advertiser to be the forgotten man of 
television. 

{Please turn to page 60) 



*A xctile which Irtinsltilrx till color into terms of jihiii/f^ 
'tf fjniy . 





Commercial Films, handled by J. M. Mathes, lend cuality appeal to Canada Dry's Spur. 
Separate yet similar nautical slants result from (top) binoculars (bottom) sailboat motif 




MARCH 1948 



17 



HERE'S REAL 




NEBRASKA 




KMBC 

o/ Kan%a% City 

KFRM 

for Kansas Farm Coverage 



Nationally Represented 
by Free & Peters, Inc. 



Red area shows solid response 
from counties within KFRM's 
estimated half-millivolt contours. 

Dark area shows response from 
listeners outside KFRM's esti- 
mated half-millivolt contours. 



When you buy KFRM, KMBC's 5,000-\vatt daytime associate 
for rural Kansas at 550 Kc, you're buying listeners in at least 
231 counties and 9 states, in the country's richest rural market. 
KFRM heard from those counties and states the first two weeks 
it was on the air. Naturally, the bulk of listeners live in the 
117 counties of Kansas, Oklahoma, Nebraska and Texas within 
KFRM's estimated .5 millivolt contours. Yes, the folks like 
KFRM's programming by KMBC from Kansas City. And, in 
addition, the KMBC-KFRM Team is the only Kansas City 
broadcaster who completely covers the Kansas City market. 
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F»4<:^4f ^^'y 5''" buy over the counter, buf practically everything else has changed 





Oil the Air 



Tln» <'OnlV<'tioin»ry 
iiidiiKlry is 

2iiidioii«*u |iarti«*i|i*itioii 



^HHpnj Candy is a millioii'dollar 
business (wholesale volume) 
currently with a low advertising I.Q., ex- 
cept for a few outstanding examples. Its 
use of the broadcast medium has been 
most effective in the case of Mars, Peter 
Paul, American Chicle, and Beich (Whiz 
and Pecan Pete), 

William Wrigley, Jr., has spent more 
radio money than any other firm in the 
candy and gum field ($2,657,483 for time 
in 1943, last prewar year) but despite 
some 26 network programs in 20 years 
only its Myrt and Margef and Scattergood 
Baines have remained on the air for any 
length of time and with any record of 
success. Although gum lends itself very 
well to the announcement form of broad- 
cast advertising, Wrigley has permitted 
its number one gum competitor, American 
Chicle, to dominate this form of radio 
selling. Chicle will not officially release 
its air expenditures but it spends 75% of 
its budget for air time. 

Wrigley has something of the same ad- 
vertising complex as Coca-Cola (sponsor, 
December 1947). There is the same kind 
of business magic in the name of Wrigley 
as there is in Coke. This means a tre- 
mendous amount of billboarding (institu- 

tjXow rpviredas a trtin.tcrip/ion prograni by iMrry Finley 
see ptiije 3^1.) 



tional advertising) and very little com- 
(letitive advertising or direct selling. 

American Chicle, on the other hand, 
while it has a number of famous trade 
names, is not burdened with the dignity 
of an industrial colossus. It can jingle in 
an amusing way, if the agency and adver- 
tising manager desire, about Dentyne, 
Chiclets, Blackjack, Beeman's Pepsin, or 
any other of its products, or the products 
of its associated company in the chocolate 
field, Wilbur-Suchard. American Chicle 
spends well over $1,000,000 in announce- 
ments throughout the nation. It seldom 
is "lured" into sponsoring programs al- 
though it cosponsors sporting events in 
Chicago with the Walgre;n drugstore 
chain, an important gum outlet in the 
Midwest. 

American Chicle's year-round opera- 
tion in broadcasting bears a striking like- 
ness to that of Bulova. Its agency, 
Badger and Browning & Hersey, buys 
good time on stations with top listening 
audiences without regard for power or 
tradition. Regular schedules are placed 
on outlets like WWDC in Washington, 
D. C; WJBK, Detroit; WNEW, New 
York; and WWSW in Pittsburgh. Regu- 
lar spotting is from five to seven times a 
week. 
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Candy industry blackboard sessions haven't succeeded in convincing jobbers that merchandising and sales promotion are part oMheir (unctions 



No American Chicle announcement is 
scheduled until it's adequately tested. 
Normal formula is for a test market like 
Rochester, New York, Johnson City, 
Tennessee, or Minneapolis, Minresota, to 
be saturated with test arncunccments. 
In a test campaign practically all stations 
in a town are used and from 50 to 60 
announceirents a week are bought. After 
six weeks of this, a research team is sent 
into the tcwn to check the impact of the 



campaign very much as the Petry station 
representative organization had Al Politz 
make its "spot effectiveness" surveys in 
1945 and 1947. 

The agency places its campaigns on the 
basis of respondents' remembrance of the 
jingles or announcements. In a satura- 
tion test, the spots cost American Chicle 
about $3.00 each. Emphasis on non- 
network advertising is not because of anti- 



network bias but rather because American 
Chicle feels it can gear its advertising to 
market problems better via selected mar- 
ket advertising than it can by going coast 
to coast on a web. 

America does not consume candy or 
chew gum equally in all sections. Highest 
candy consumption per capita is in Utah 
wheie each person eats 34.2 pounds per 
year. Utah's population is small so the 
total consumption for the state is not a 



Dr. I. Q. has set the formula (or successful candy audience participation. Luden's "Strike It Rich" is trying to put across Fifth Avenue candy bar 




MARS 



major factor in the candy business. Low- 
est candy-eating state is Kentucky where 
the average is only 9.5 pounds per year, 
with Alabama eating just .3 of a pound 
more. Tiie Central Atlantic and East 
North Central States consume 499c of all 
the cand) produced in the United States. 
In 1946 (1917 figures are not available as 
SPONSOR g(x."S to press) this 49*^? repre- 
sented $336,000,000 (wholesale value) 
with the total business done $687,000,000. 

New York State alone paid $78,974,000 
for candy in 1946 and Illinois spent 
$50,694,000 for sweets. G)mbined these 
two states represented almost 20% cf 
America's candy market, in rank order 
New York is first, Pennsylvania is second 
(in dollar volume, not in poundage), 
Illinois is third (second in poundage). 
California has moved from seventh to 
fourth place since 1929 and in 1946 spent 
$47,689,000 with the candy industry. 

All these figures are wholesale. 

Users of selective market broadcasting 
point to the candy consumption figures as 
their reason for concentrating their adver- 
tising in individual markets rather than 
trying to cover the 48 states. Concentra- 
tion on specific markets has developed a 
number of candy manufacturers who ar'' 
virtually unknown outside of their own 
bailiwicks. There is Cardinet Candy on 
the West Coast using a 21-station NBC 
network with the David Street Show, 
Bauer's in Lincoln, Nebraska; Bradas & 
Genn in Louisville, Kentucky; Brown & 
Haley in Tacoma, Washington; Dilling in 
Indianapolis; Mart Haller in Miami; 
Sweet in Salt Lake City; and at least 30 
others that are tops regionally. Nearly 
all of these firms use a little radio and 
every so often use national magazines (for 
mail order business). Some of them will 
grow to national organizations in time. 

The big profit is in candy bars. This 
market is not built by holiday advertising 

Candy Industry Chart on page 90 



but by year-round selling. The markets 
for some of these bars or rolls def)end upon 
the advertising to a previous generation. 
Tootsie Roll, Hershey, and Cracker Jack 
are in this class. Tootsie Rolls (Sweets 
Company of America) are conscious of 
the fact that they depend upon a 
trade name built in a previous gen- 
eration and recently offered the pro- 
motional head of a network the position of 
sales manager at a starting salary of 
$25,000 plus a percentage of the gross. 

Sweets Company of America, which has 
no connection with the Salt Lake City 
Sweet Candy Company, is depending 
upon its last generation advertising-estab- 
lished "Tootsie" trade name which it has 
attached to a "fudge mix" to bolster its 
sales volume which in the past has been 
in the top ten of the bar candy business. 
It's logical that the older generation which 
bought penny Tootsie Rolls, and have 
been well sold on the Tootsie name, can 
be sold a fudge mix with the same trade 
name. Sweets has during recent months 
concentrated its air advertising on the 
latter. 

National candy advertising comes in 
waves. There was a time when I lershey 
Almond Bars dominated national media, 
another when Cracker Jack was seen 
everywhere on billboards, in national 
magazines and car cards and still another 
when Tootsie Rolls were the younger 
generation's delight. There are also fads 
in candy eating and not so many years 
ago when a substantial part of America 
was eating candy bars with yeast added. 
Tastyeast was a leader in this field and 
radio was a major part of Tastyeast ad- 
vertising promotion. 

Today the most successful candy user 
of broadcast advertising is Mars, Inc., 
which has been using one program, Dr. 
!. Q., for the past eight years. Although 
this program has been ribbed by critics, 
its " I have a lady in the balcony. Doctor," 
(Please turn to page 74) 




Wrlgley sells institutionally via Gene Autry 



Fred W. Amend Co. uses Bugs Bunny spots 
on 20 stations in five markets in new campaign 




'True or False" is Shotwell's entry in the race to sell candy via quizzes 



Teen-age disk critics develope a local Suchard selling Formula 





They got the right answer.. 




once! 



This ('()iiil)iiiati()ii ill ii\sli'aiiil of sanity is tlie 
aiiti-c.xpcrt ([iiiz rrcu ()i"ll I'ayj; To Be Ignorant." 

Tlicy liiivc a nuilclilcss lalciil for going coniplftcly 
and noisily lo pieces when Tom How akd ask> 
f|iiolioiis that would ^eareely ?luMip a cliihl of six. 

BUT. . . they know ihe an.swer lo one (piestion 
aiiil that's how to iiiakc a xhoit that jtlcasrs all hinds 
of j)f'oplc all 01 cr the country ... ii show that 
eonsistcMitly win? Iiigli audieiiee-ratings and also 
unanimous eritieal approval. 

YOU ONLY NEED THE RIGHT ANSWER ... ONCE 

A(jir. for the first lime."! I I'uys lo Be I'^nornnt'^ 
is (irailahlc for local co-operative sponsorsliip! 

\ou can liank on this an^w(•r lo your program- 
search, ^ou don t have to wait around for it 
to buihl. It's already there, proved by year« of 
suceessfnl national sponsorship. Thi> is a big-lime 
t-how'. ready to pay off in profits to local sponsors... 
not months from now. not years. . . hiit right now! 

Columbia Broadcasting System 




iirther infoimation is available from Your local 
CBS station. Or consult CBS Co-operative Program 
Department, 4-H5 Mailison Avenue, .\ew )ork City. 




a year . . . 





TIhmm**s ;i iMM*l;iiii Iim- ;iiiy s|»4»ii<«»i* 





:op) Griffin's Allwh'lc uses TO^c o' budget on aif 
ao'tom) Esso shifts lU dit.'cl'inj wilh the weather 



Broadcasting is a safe medium 
for seasonal advertising. At 
one time seasonal aJveitising 
was placed almost entirely in newspapers, 
which like radio have daily deadlines. 
However, despite airmail, teletypes, and 
all other modern means of communica- 
tion, the use of newspapers to advertise 
products which depend upon the weather, 
as most seasonal items do, is not nearly so 
flexible as radio. 

Printed advertising which has news 
appeal, like gasoline tie-ups with round- 
the-world flights, are major projects foi 
agencies and usually rate sizable stories in 
the advertising trade press—when thej' 
come off. For broadcasting handling spot 
news advertising is part of the regular 
daily operation and radio ad copy can be 
as up-to-the-minute as the stations' news- 
casts. 

Among the earliest users of seasonal 
spot announcements were the makers of 
Weed tire chains. Their announcements 
were placed with stations with the under- 
standing that they would be scheduled 
only when snow or ice covered or threat- 
ened the roads. This was satisfactory 
years ago when there was likelj' to be good 
time open for aiinouncements. Today if 
announcement schedules are placed upon 
this basis there is every chance that these 
breaks will be used only in marginal time 
on the larger stations. On less powerful 
stations there is somewhat more oppor- 
tunity for premium time spots, but sta- 
tion representatives generally make few 
availability promi.ses for business placed 
on a contingencv basis. 



Seasonal advertisers who use the sum- 
mer months find life easiest b)ecau;? there 
are still a number of key network aJ/cr- 
tisers who take a hiatus during th? lum! J 
season and thus open time for ad j^:u-x:i 
with summer products. Adverriserj of 
products like Griffin Allwhite s'.n? p3li; i, 
Flit, Gulfspray, moth repe!l?.nt3, i.T;;:t 
powders, sun glasses, sun lo:i3:i;, bathi;! ; 
suits, automotive waxes, clcan^.'i, a.nJ 
soft drinks find it comparatively simole 
to buy good time. 

On the other hand it's a fine art tD 
snare premium time during the winter o.i 
stations with high listening indic?j 
Placing of advertising for cold remedicj, 
anti-freeze compounds, chimney sweep 
compound?, men's hats, and other calJ 
weather seasonals is a mnjor timebuyinj 
problem every year. It's di1i;jl: n5 
matter how far in ai/ii:: o.' a f.o::/ 
season the timebiiyc stir:; t) rj"ij:;; 
availabilities — or even t) mi!<: o.Tin":- 
ments. In the case of nu:: w:ll-lii:;.i:J- 
to stations, advance cDmm tmji.J di njt 
assure time availabilitiei, 3in:2 m sjt'i 
stations do not accept harJ-an J-f.i;t 
orders more tlnn 39 days p.-ior t) a ca.n- 
paign's starting date. ObviDJil/ I'ivy 
don't want to keep tinieopc:i w'le.i it cj:i 
be sold. Broadcasting has alwiyj oper- 
ated on a first come, first s::j:1 bi'As. 
Accepting a commitment eve.i 33 dayi i:i 
advance of the placement of a s;'.i;Jj!e 
can mean an open time perioJ prDjJti.iJ 
no revenue. Most stations w'.ie.i accept- 
ing advance commitments do sd with a 
penalty clause in the contract ini jring use 
{Please turn to page 5() 
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. WHEN 



ROME.. 



What does Rome have t 
and Retailers? Plenty. if yo 
adage. When in Cleveland... 




retailers do. They use WHK succe:^sfully 
and naturally, consistently,' In fact 
WHK does more program business w 
sponsors. ..than any other Clevelan 
Rates and Hoopers aren't "all 
who KNOW Cleveland. They 





Sam 

the man behind over 200 Successful sales curves 

\^ttr llie sp(tiis()r iiilorolod iii sales, Siiigiii* Sam presents a iiiii<iiic 
opporl iiiiily. F()r never in radi*)'** hist<)ry has lliere heen a perstinality 
like Sam . . . n<>ver hef<)re ii pnipram series with sneli an <>n($i(andin<: 
r«*c(»r«l of iiinjnr sah-s sneee.sses nnhroken hy a siiiple failnrc. 
These ar<^ -itronf: .>*talenien Is that earry Irenieiidons wei-ihl with 
pr<(sp<'elive program pnn-hasers ... if supported hy faels. An<I faels 
wr have in ahnnihince . . . high Ifooper.--, eongral iihilory letters, ev- 
pn-s.sions of n'al appreetalion hy a«herlisers themselves, aetna' 
Ix'fon- and after stories hacked with the eon<'rete figures. 
'This l.l-niinnte transerihe<l program seri«'s is the show 
yon n<'ed to produce re>nlls. Write, wire, or telephone 
'I'SI for full <lel:Lils. Despite .Singin" Sam's Iremendons 
popularity and pnll. the show is reasonahly priced. 
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Silifiiii' Sam — America's firealesl 
radio saU'siiiaii. Assiste<l by Charlie 
Magiiante ami his orchestra ami 
the justly Tamoiis Mullen Sisters. 
Sam is available for speeial com- 
mercial euttiiif;s lo give your i>ro- 
gram even f;reater sales poM-er. 

Write for information on these TSI show* 

• Inininrtal Love Soii{;» 

• )X>>luar«l llo! 

• Your llyiiiii lor llu- l>ay 

• Wiii(;s of Soiifi 




TRANSCRIPTION SALES, INC., ISuKht 

Telephone 2-4974 

New York — 47 West 56th St., Col. 5-1-544 Chicago — 612 N. Michigan Ave., Superior 3053 

Hollywood — 6381 Hollywood Blvd., Hollywood 5600 



..aHiSS«»iii4iiIiiak.^Mfkrfiii* . 



i } i 1 .1 i l l .11 11 .1 u 11 i u 1 1 1 1 iiri 11 i i w ii 1 11 1 1 li i i 1 u 1 1 u 1 1 1 n 
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YOU MIGHT WALK A MILE 
IN 6V2 MINUTES- 




'1 \ 



BUT... 

YOU'LL NEED 
WKZO-WJEF 
TO REACH WESTERN MICHIGAN! 



Tlio (iiiickot. inostl olTceli\o iiihI inosil ccoiioniii-iil >\a_\ lo 
fiet joiir im'ssa;:e to llio people of W'cslorn Mii-lii<;an is 
tliroii'ili W KZ()-\\ JIJ'\ l-'irs-l, Uctiiiisc local r<'< <'|>l ion i;. 
reall_> iiii!<ali!>raet(iry for outside stations, due to the >vall 
of fading thai snrriniiiils tins part of lli<- .Slal<': sec'oini, 
Ixvaiis*' this ens eoinhiiialioii is by fur ihc iiiosi popular 
of any of I lie I liirly s la lions lo \> liieli I lie peoph' of N\ est <'rn 
Michigan <'\<'r lisleir! 

One glnnee iit tlie Spring, 1917 Hooper |{<'port will eon- 
viuee ^on. Il sho>vs, for instance, lliat from 12 noon lo 
6 p.m. \\ K/,()-\\ JKF's Miare of An<lien< <i is 6.7% <>«" i>><)re 
higln'r than all llie stations of any other network, combined! 

Wouhl >on like to see the Hooper l{<'porl? We'll he ghi<l to 
sencl J on one, if > on'll ^vri^<• us. Or j list ask A\«'ry-Kno<lel, I ne. 

• \tiehn^t l*feorti tDtitkfdfine mite in tj min. ?7. ;* sec. in Vt-rr York City, Feh. 



A h 



^A^^" IN KALAMAZOO 

GRiATIR WiSTERN HICHIOAN 
(CIt) 



WJ E P 

^A^i'm GRAND RAPIDS 

AND KENT COUNTY^ 



^ BOTH OWNED AND OPERATED BY ^ 

FETZER BROADCASTING COMPANY 

AVERY-KNODEL INC., EXCLUSIVE NATIONAL PXPRESENTATIVLS 



FM Audience 

{Ccnlinucd from page }0) 
most of Donald's vciiiclcj arc said to have 
been up for the final week of the contest, 
especially the Stanback presentation. 

\V'\V'DC-FM is a progressive FM outlet 
adiliated with an inJependent AM sta- 
tion. Until recently letters to its music 
"request" program (not duplicated by the 
AM outlet) were mostly for concert-t>pc 
music. Check-ups levealed tliit most 
FM receiver owners in the Waihington 
area were in the higher bracket income 
groups. Requests coming in tD W'WDC- 
FM from Baltimore have not bc-en for 
"good" music but for current popular 
selections. This has also recently been 
increasingly true of requests from new set 
owners in the District of Columbia. 
There have been very few requests for 
re-bob and hot numbers. The requests 
for currently popular tunes have been for 
"sweet" music. In Washington, at least, 
it appears that PM receivers are not 
listened to b>- swingsters to any degree. 

Sifting out FM listeners in the case of 
stations which are duplicating their AM 
schedules 100^ (as WQXQ, New York, 
and many network stations are doing) is 
a difficult assignment. By agreement 
these stations are not charging adver- 
tisers extra for dual transmission ithis was 
one of the considerations which the AFM 
weighed when it consented to the duplica- 
tion of AM programs on FM) and even 
the Hooper rating organization is not 
tabulating the FM listening to network 
programs separatelj'. 1 n the case of inde- 
pendent AM-FM stations, they are charg- 
ing one rate for tlie combined coverage 
(where they have FM affiliates). In case 
the FM station docs not duplicate the 
program, a deduction is made. (In the 
caseof WWDC-FM the deduction is 5%.) 

W'GYN in New York has no sister AM 
outlet. Its audience is 100'^ FM. From 
telephone calls and letters received from 
listeners to their various request pro- 
grams, W'GYN has been able to check to 
a degree the economic status of its self- 
identified dialers. W'GYN also checked 
the buyers of FM sets from a number of 
dealers in higher-priced radio receivers in 
New York. It also tabulated a group of 
owners of Stromberg-Carlson FM-A.\1 
sets througiioiit Greater New ^ork. 

The housing status of telephone- request 
homes broke down in tl'.e following 
manner: 



Miii-.d ly 

r.i DC I 
I iit'ir $ro 

i:n-i'.'> 



A;r.n:g tl.e L-u>e:-s of receivers frcni tl-.e 
{f'.cr-sc turn to l^agc 50) 
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□ ETTMAN ARCHIVE 



lain scores (and sales] if 
you don't pass Georp Fassa|i 



No, the old print reproduced here is not from George Passage's 

"Sports Album" heard daily on Virginia's only 50,000 watt radio station, 
WRVA. His is more modern! More dramatic! More interesting! A fact 

confirmed by loyal listeners in this billion-dollar market with 
395.780 radio families. 
Sponsors who read "Sponsor" can buy the "Sports Album" at 6:05 to 6:25 P. M., 
Monday thru Friday ... at 6:30 P. M. on Saturdays . . . and the 
•five-minute "Sports Final" at 11 :10 P. M., Monday thru Friday. 

Don't pass George Passage and his sportcasts. You can get all the 
info from WRVA or Radio Sales. 



Richmond and Norfolk, Va. 
Represented by Radio Sales 



WRVA 
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I FM Audience 

(Contimted from page 48) 

better radio dealers, the breakdown 

among FM set owners was as follows: 



ON A NOTE OF BEAUTY Beauty in music, like any other tjpe of beauty, 

is an all-compelling force . . . attracting and holding listeners, making 

them say, "Give us more." WQXR-WQXQ has a loyal audience de\ oted to 

good music ... an audience of more than half a million families in the 

New York area ... an audience that responds to sales messages accompanying 

the music it loves. Music's power to attract, hold and sell this vast 

audience is resulting in greater sales for a large list of 

national and local advertisers now using WQXR-WQXQ 

. . . the stations distinguished for fine music and the 

~ ... and FM Station W'QXQ 
news bulletins of The New York Times. Radio Stations of The S'ew York Times 



WQXR 



.Mom Illy 




Ki-nial 




L'lidrr $50 


20% 


$50-$MM 


40% 


SlUU-SUM 


1J% 


$I50.$IMM 


12% 


Ovi r $2«0 


l.S'',, 


The Stromberg - 


Carlson 



2^' 

4i 

!(.' 

.S' 

li 



economic status as indicated by the rents 
they pay, is as follows: 

.Monlhly 

Krnlal 
LndiT $50 
$50.$M 
SI00-$I44 
$1,5(1-$ 
Ovrr $200 

Thus the medium and low rent payers 
in all three surveys represent the majority 
of FM set owners. Obviously FM set 
owners are not of any single income group. 
None of the FM stations, however, have 
made any study of the intellectual levels 
of listeners, the W'GYN studies being the 
most qualitative thus made. 

Many stations are still certain that the 
reason why FM receivers are being sold in 
their are.ns is music. To quote one of the 
niore progressive station managers on the 
subject, "Music is the common denom- 
inator of good programing for four out of 
five listeners. Oh, yes, polls show that 
people prefer sports, comedy, news, etc., 
but just take away the music, and see 
what they would reallj- prefer. What 
these people mean, and I'll defy the poll 
takers on this score, is that they prefer 
comedy, news, sports, etc., <i//er music. 
Not one of them could take a steady diet 
of what they say they prefer most. It has 
to be mixed with music." 

Despite promotion with contests, sports 
and other devices, even Major Armstrong 
feels that musical reproduction, in the 
long run, will hold the FM audience to 
FM. 



Once A Year 

(Continued from page 44) 
of a minimum of two weeks of an an- 
nouncement schedule or four weeks of a 
program schedule. Most of the larger 
stations, however, do not in\oke the 
penalty clause if cancellation is caused by 
conditions beyond the control of the 
ad\'ertiser and agency. 

Network broadcasting does not adapt 
I itself to seasonal product advertising on a 
i short-term basis. The chains are by their 
very natuie designed to operate on a 39- 
j or 52-wcck span. Exposure to air adver- 
I tising is best de\eloped on a continuous 
listening basis not upon a seasonal vari- 
able. To obtain the most for their net- 
(Please turn to page 54) 



50 



SPONSOR 



"Mma mm, mm wmm 



7 



rre-iiew lesrea! now neaay ror Keieasei 

52 TRANSCRIBED HALF-HOUR PROGRAMS 



Beffer Than the Books or the MoWes/ 



JEFF CHANDLER 

as 

"MICHAEL 
SHAYNE" 



Nc 



_ Jothing like this ever happened in radio before! Since August, 
more than 100 members of the Guild Preview Board (practical 
broadcasting executives from every state, and Hawaii) have audi- 
tioned "Michael Shayne." They sent their considered opinions, suggestions 
and criticisms to Guild headqnarters in Hollywood. Here the producer of 
"Michael Shayne" acted upon their knowledge and advice to perfect a top- 
flight mystery show— a show that combines Hollywood's ski// with the "cash 
legistei" jiic/genieiil of practical radio showmen from all over America! That's 
the Guild's unique method o( perfecting a program in advance of its production. 



Now, after six months of pre- 
view-testing, "Michael Shayne" 
is ready for release: half-an-hour 
weekly of exciting, intriguing, 
breath-taking mystery-drama . . . 
each story complete in itself.. .each 
one full of action and suspense! 
This is a show that will build a 
high Hooper, sell goods, delight 
sponsers! It is the first show in the 
history of American broadcasting 
to be produced with the advice and 
help of an important segment of 
the industry, acting as a group. 

In many markets members of the 
Broadcasters' Guild have pur- 
chased the show, prior to its gen- 
eral release to the trade. But other 
markets are still "open." You are 
invited to write, 'phone or wire for 
an audition transcription, together 



with a 30-day option on this feature 
for ^o»r market. If it is available for 
your city, we will ship the audition 
disc by air express, S5 C. O. D. If 
you buytheshow,the$5 applies 
on the purchase price. If you 
return the transcription,your 
S5 will be refunded. 

Regional advertisers (and 
their agencies) will be par- 
ticularly interested if you 
seek a show of net-work caliber. 
Here is your opportunity to acquire 
a Hollywood property that will com- 
pete with the best shows on the air, 
anywhere! And at a price much less 
than you expect to pay! 

Don't delay! Send to Holly- 
wood today for an audition trans 
cription. 



I N /Lft ^^'^ Hawaii practical broadcasters praise 
in 4-0 "ivijchael Shayne" after their Preview Audition: ^ 

ALABAMA* "Better than other mystery shows we've heard, and offered at much 
less cost." ARIZONA* "As fine as any mystery drama on the networks." ARKAN-, 
SAS* "A show that we can definitely sell." CALIFORNIA* "It's terrific." COLO- 
RADO* "Excellent production." CONNECTICUT* "Very well done. We like it." 
DELAWARE* "Michael Shayne great. Wire starting date." FLORIDA* "Our sales 
staff like it very much. Can sell it." GEORGIA* "Excellent. Would like to have it." 
HAWAII* "Ship Shayne via air express when ready." IDAHO* "Contracted for it 
before audition disc arrived. After hearing it. we're sure we made a good move." 
ILLINOIS* "A terrific mystery." INDIANA* "Well produced. Will hold its own 
with anything on the air today." IOWA* "Will be an asset to our station." KANSAS* 
"Impressed by the excellent production and casting." KENTUCKY* "A good one. 
When can wc start?" LOUISIANA* "Consider Shayne most saleable." MAINE* 
"Beautifully produced. Should be well received." MARYLAND* "Will be able to sell 
Shayne without difficulty. Script, actors and general production are of very good 
quality." MASSACHUSETTS* "An excellent program." MICHIGAN* "Excellent 
quality. Show is tops." MINNESOTA* "What suspense!" MISSISSIPPI* "Like the 
format and clever placement of bridges for the commercials" MIS 
SOURI* "You showed us! If Shayne is typical of 
shows resulting from the Guild production plan, 
count us in." 
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1 5 One or^series of Announcemenfs regarding Programs Available Exclusively throogi 

V BROADCASTERS' GUILIK Inc. 

New york • Chicago • Kansas City • 621 Guaranty Bidg. • HOLLYWOOD, CALIF. 
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to Double the Take 



ivith two kinds of appeal 




While Sam Hayes reports, the news, his XBC listeners eat breakfast. And the makers of tho^e 

western breakfast stanrlbys, WTieaties and Sjieiry Pancake and Wafilp Mix. sponsor his broadcast. 

For nine continuous )ears, the Sperry Division of General Mills has 

bet-n represented by the rooster s crow and Sain"s friendly greeting which reaches 

NBC Western ^s'etwork Listeners .six mornings each week at 7:45. 

There's another Sperry program. "This Woman's Secret ' catches the 
afternoon imagination of NBC's feminine lislenei s, and draws their attention to 
\^'heathearls and Drifted Snow ''Home Perfected" Enriched Flour. 

Now in the third year of Sperr) sponsorship, it is a series of sincere, undramatized stories- 
each complete in it.self— broadcast over the NBC \^^estern Network Mondays through Fridays 
at 4:00 to intrigue America's western housewives— and to sell them Sperry products. 

Sperry, a pioneer advertiser on the A'fiC Western Network, fnions the audiences 
NBC delivers in the Pucifie and Rockies area, and how to sell them. 

Sam Hayes is a veteran west coast news reporter. His forthright delivery, keen 

news sense and fine good humor inspire hundreds of letters each month. And approximately 

99% of those letters not only praise him. but the products he sells. 

It's unsolicited correspondence, too. 

"This Woman's Secret" adapted and produced by the penetrating writer. Helen Morgan, is utdike 
any other five-a-week quarter-hour program. Its warm appeal of Irue-to-life stories, 
told by the voices of women from 15 to 75, draws a heavy response of unsolicited mail. 
Many letters are as long as ten pages. 

Here is an advertiser reaching double segments of NBC's audiences with two diverse 
programs, each appealing to responsive listeners . . . responsive buyers. 
Other advertisers know NBC's audiences and their buying power, too— 

Planters Nut and Chocolate Company, \^'esson Oil, and "Snowdrift. Bekins Van and Storage Company, 
and Washington Coojierative Farms Association are among them. 

Find out how yon can become one of those knowing advertisers. 



iAN FRANCISCO 



NBC WESTERN NETWORK 



A Service of Radio Corporation of America 




ONCE A YEAR 

(CoMdMiioc/ from pane 50) 

work dollat, thcrefoic, siionsors opcr;ite 
on a yfar-roimd basis or as near to that 
;is possible. This docs not mean, how- 
ever, that a nctworic program cannot have 
seasonal impjict. Commercial copy on a 
network program can be as season-sensi- 
tive as the legendary groinid hog. In 
r;iiny weather S. C. Johnson can feature 
its Drax water repellent, in spring and 
summer its Carnu, and during the cold 
weather when slipcovers arc packed away 
and more time is spent indoors, its Glo- 
0)at floor and furniture wax. 



In the same manner American Home 
Products and Sterling Drugs are able to 
rotate product copy on their daytime 
dramatic serials for seasonal variations in 
product apiMsal. 

The same is true of locall} sponsored 
announceiTieiits or program campaigns. 
National Shoes didn't continue to feature 
toeless shoes during New York's recent 
blizzard. Concentration was on storm 
shoes, overshoes, rubbers, and moved 
more of them than had been sold in 
National Shoe's entire New York history. 
Broadcasting is as changeable as the 
weather. In fact, becjiuse of news and 
weathercasts, it reflects the weather. It 
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on ln\nri<'s as \»<'ll a.* n<'<'<'s- 
si I i<'s. 
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FARGO, N. D. 

NBC • 970 KILOCYCLES 
5000 WATTS 



mirrors the moods and feelings of its 
listeners. It pre sells listeners on seasons 
and holidays as they occur. The days of 
the year work themselves into practically 
eveiy program. Broadcasting is the least 
ivory towered of all advertising mediums. 

Down South they know in March that 
summer is on the way because Griffin's 
Allwhite shoe polish commercials start 
through radio receivers. Come April and 
May, and Esso newscasters remind 
listeners about Flit, andin the rural areas, 
livestock spray. Then comes the attack 
on winter oil with the urge to change over 
to summer lubricants. 

As the sun moves north from the 
equator Esso's commercials move with it. 
Esso has a regular merchandising time- 
table for each section of the country. 
Although Esso is a 52-week advertiser it 
can adjust its seasonal advertising to late 
or early winters and summers. The 
ability to roll with the weather punches is 
vital to successful seasonal advertising. 
For the past two summers the weather 
was dry and insect pests were at a mini- 
mum. The market for Flit or Gulf Spray 
or any insect eliminator was down to a 
minimum so dealers and the Standard Oil 
empire were stuck with a product for 
which there wasn't the usual need. Flit 
had a regular spot program campaign 
(Please turn to page 56) 






FREt&l'tTOhf, 



The Texas Rangers transcrip- 
tions of western songs have 
what if takes! They build au- 
diences .. .They build sales... 
The price is right — scaled to 
the size of the market and sta- 
tion, big or little, Standard or 
FM. And The Texas Rangers 
transcriptions have quality.plus 
a programming versatility that 
no others have. 

WIRE OR WRITE FOR 
COMPLETE DETAILS. 



The Texas Rangers 

AN ARTHUR Bl CHURCH PRODUCTION 
PICKWICK HOTEL KANSAS CITY 6, MO. 
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THOMAS EDISON 



^\ '? with his invention of 

^h|^L the incandescent bulb in 1878 
powered by the first steady- 
current dynamo ... a tremendous step 
toward a better way of life , . . the 
American Way of Life . . . just as WJR is . . . 




K»pr»$tnl»d by 

CBS ftTRT 

THE GOODWILL STATION FISHER BLOC. ■# E I K V I I 
G. A. RICHARDS HARKY WISMER 

Pret. Attl. >o fhe Pr»i. 
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Hit Tunes for March 

(On Records) 

ALL DRESSED UP WITH A BROKEN HEART 

._..noo Buddy CUU-Col, 37985__ 



(Marks) 



P«9yL«-C.p.l50SS ■ 
Eddy Ho«.'d-M.|. 1S36 . 
Bob Houilon— MGM 1011! 
John L«ur«nl— Mercury 5093 
Fiv. B.r,-Bull.t 1009 . 
The Vanauardi— Univerwil 34 
Phil Reed— D«nc«-Tone 176 



Buddy CLrU-CoL 31985 
Run Mor9«n— Dec. S«39 

AUn Gerard— N«l. 1019 
. Al.n Dale— Si9. 15114 
Jack Oweni — Tower 1S63 

Jerry Cooper— Diamond S090 



DREAM PEDDLER, THE 



(Peer) 



s.o^:ti:^;:;^;^""^i cour..ey-vi... 



FOOL THAT I AM 



(Hill » Ranse) 



Dinah Shore-Col 319 S . 

Billy Ecl..lin5-MGM 10091 . E'-^f/j^Xil^.^Miracle 104 

Dinah .W"!''?3'o"-^%'oi 3 . Brook. Bro.h.r.-Dec. 48049 
Georsia Gibbi — Mal. liuiJ . 
Th. Ra.en.-Nat. 9040 

I WOULDN'T BE SURPRISED RepuWio 

Harry Cool-Merc. 5080 . Sammy Kaye-Vic.' 

LET'S BE SWEETHEARTS AGAIN cca^pbeuporse) 

„„ .. r ^ isniO Victor Lombafdo— Mai. 1S69 

Mar,.relWh.^n3-<ap. 15010 j-^ Xld.-Mu.icrah 5S 5 
Blue Bar-on— MGM . • n,. "54598 . Bill Johnion— Vic. S0-S591 

Guy Lombardo-Momca Lewii— Dec. ^'^f 



LOVE IS SO TERRIFIC 



(Mellin") 



S^^r,-Vi^^<^?^7'^°'^:^'^ce Ouane.-Cap. 486 
Vic Damone— Mercury 5104 



PASSING FANCY 



(BMI) 

"Vau5hn Monroe-Vic. SO.S513 
Johnny John.lone— MGM 101 SI 
R.y Anthony- Tune-Disk 



Ray Dorey— Mai 1 1 86 
Frances Lanslord— Mercury 5095 



TERESA 



(Duchess) 



" . c. . n., 94190 Kay Kysei — Col. 38061 

?;^t&^^^r^r^^?^°.cu;y5o„ 

Do-Ray-Me Trio— Com. 1504 

WHO PUT THAT DREAM IN YOUR EYES (wo 

Mar. Warnow-Coast 8096 . Ray Carter-R.P. 1 
Jack McLean— Coast 801 5 

WHY DOES IT HAVE TO RAIN ON SUNDAY ooKns.o„e) 

. \y 90 9551 Snooky Lanson— Merc. 508S 

11^. DTy-^c",'0.«1l"Be:.e St. Boys-MGM- . Mi,t Herth Trio-Dec.' 

YOU'RE GONNA GET MY LETTER 
IN THE MORNING cundon) 

Mary O.borne-Dec. J4308 . Adrian Rollini-Bulle. 10J3 
Guy Lombardo — Dec. 



YOU'VE CHANGED 



(Melody Lane) 



r^ L u Col 3641J . Anne Shellon— London 1 1 8 

• .S'fifJM to ffC relrnsrd. 
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planned, FUl Frolics, which it was not 
able to drop quickly. Cancellation 
clauses on most station contracts, as noted 
above, call for two weeks notice for an- 
nouncements and four weeks notice for 
pro)<rams even after a campaign has 
started. Many of the larger seasonal ad- 
vertisers fail to make use of the flexibility 
of spot announcements and spot pro- 
grams. Conscious of the short rate factor 
in black-and-white advertising, they do 
not realize that today there are few 
sponsors that rate discounts if their broad- 
cast frequency is as low as 13 times and 
a cancellation saves the advertiser most 
of the cost of the unused seasonal time. 

Unseasonable weather is what defeated 
the Adam Hat NBC talent search pro- 
gram last fall. The cool weather did not 
arrive until after the Thanksgiving holi- 
days and men lontinued to go hatless or 
to wear their summer-weight felts. Thus 
no matter how big the audience for the 
show, the maiket for men's hats didn't 
exist and both the advertising campaign 
and the program itself blew up. If Adam 
Hats had had something to sell besides 
fall and winter headpieces, their advertis- 
ing campaign would ha\'e been able to 
survive the late season. 




.eor.nond.--'.::::J.P-U:- 



AFFILIATED WITH 

AMIRICAN IftOADUSTlNC CO. 



I 

I 



j.ctiNia.j>,c»i.«r. 



BROADCAST MUSIC INC. 

580 FIFTH AVENUE • NEW YORK 1 9. N. Y. 
NEW TORK • CHICAGO • HOttTWOOD 



56 



SPONSOR 



TIk- most successtui users of seasonal 
broadcasting are tlie cough and cold 
remedies. From Vicks to F\eni, from 
Pertussin to Miisteroie they watch the 
weather like hawks and with the first 
signs of spring start cancelling schedules. 
Combined they represent an air advertis- 
ing volume of well over $3,000,000 a year, 
with Vicks spending more than any single 
competitor. Vicks in the past has used 
network time but now concentrates cn 
spot announcements and programs. Cur- 
rently over 100 stations are being used, 
mostly for spot announcements, although 
they buy 5, 10, and 15-minute programs 
in markets in which they have had previ- 
ous experience. They keep a close check 
on the relationship between sales and ad- 
vertising and their campaign is always 
flexible, expanding when sales justify it 
and being curtailed when the weather or 
other conditions restrict the market. 

Although it seems logical that they 
should, very few of the cough and cold 
remedies use weathercasts, because such 
use restricts the amount of selling time for 
their products. 

Pertussin, one of the big time buyers in 
the seasonal field, is currently usitig 51 
stations, with programs on 13. The aver- 
age schedule calls for five spots a week 
per station, in the case of programs the 
frequency is three times a week. Current 
use is down frcm a 97-station schedule 
last year but Pertussin is spending just 
about the snme budget, using power sta- 
tions in big markets rather than a greater 
number of stations in smaller territories. 

Luden's is concentrating its current 
broadcast advertising budget on its CBS 
network program. Strike It Rich, to which 
is assigned the major job of selling Luden's 
Fifth Avenue Candy Bar. Luden's does 
its cough drop selling with cowcatcher 
(preprogram) or hitchhike (postprogram) 
announcements. 

There have been some attempts by sta- 
tions and networks to turn cold and cough 
remedies into year-round advertisers, 
since both coughs and colds do occur at 
times other than in the winter — but sales 
records of the patent medicine firms have 
stopped the all-year-round apf)eal. Some 
medicinal product firms did stay on for a 
full 52 weeks during the war years but 
that was a case of using tax money, rather 
than something the advertising manager 
could justify on the basis of sales per ad- 
dollar. 

Agencies know that their clients who 
wjnt to reach the wet feet — hot head con- 
tingent are very competitive and usually 
request availabilities without revealing 
the advertiser. However, the request for 
specific availabilities is usually a tip-off to 

MARCH 1948 




THE CAVALCADE OF MUSIC 

Available April 1 on all Lang-Worth afFiliated stations . . . 
52 consecutive half-hours of high-calibre musical entertain- 
ment ... For regional and local sponsors, via transcriptions. 

The Cavalcade of Music features D'Artega's 35-piece pop- 
concert orchestra and 16-voice choir, with guest appear- 
ances by . . . 

The Modernaires with Paula Kelly, Tommy Dorsey, Tony 
Russo, Claude Thornhill, Anita Ellis, Vaughn Monroe, 
Riders of the Purple Sage, Frankie Carle, Tito Guizar, Rose 
Murphy, The 4 Knights, Tony Pastor, Evalyn Tyner, Jack 
Lawrence and others. 

IVr/'te, phone or telegraph: 

LANG-WORTH, Inc. 

113 W. 57th ST., NEW YORK 

*D'ARTEGA 
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the station representatives on the client, 
despite the hush-hush. Rven when Vick 
requested availabilities from NBC-TV it 
was all very secret. Vick uses a weather 
report and one minute sjxjt on VVNBT 
now. 

During the canning season, General 
Fcxxis uses spot announcements through- 
out the country for both its Certo and 
Sure-Jell. These commercials jump 
around the country and are spotted just 
before canning time in each area. In 
some sections of the country there are 
several dilTerent pericxJs of the summer 
and fall during which canning is done and 
the commercials reappear during each. 



Other spot announcement users are the 
seed houses who sell hybrid seeds to 
farmers. These houses stress their prod- 
ucts just before planting season. In the 
past most farmers raised their own seeds 
but more and more they are buying 
special seed for crops that bring premium 
fees. During this same period there are a 
number of poultry and livestock remedies 
that are pushed for a six to ten-week 
period. Transition from barn feeding to 
grazing usually requires livestock tonics 
of one kind or another and the eight to 
ten firms specializing in these compounds 
use the air as reminder advertising. 



'^mi OKLAHOMA ^^^^ 



Tulsa's only exclusive radio cen- 
ter. Only CBS 'outlet in the rich 
"Money Mgfficiet" section of pros- 
perous Oklahoma. Write KTUL, 
Boulder .oh the Park, Tulsa, Okla. 



Most deodorants advertise all year 
'round, but there are a few, likeColgate- 
Palmolive-Peet's Veto, which concentrate 
their schedules in the summer. C-P-P 
thinking is that during the summer there 
IS the most need for a deodorant and thus 
they hit 'em hard during the April- 
September period. C-P-P expect that if 
consumers use Veto during this period 
they'll continue to use it all year 'round. 

Some watch companies Elgin, Gruen 

■are seasonal advertisers, spending a big 
slice of their budgets during the pre- 
holiday season. The best examples of this 
type of air-advertising are the two-hour 
Elgin Thanksgiving and Christmas broad- 
casts. Elgin spends more than any other 
one-shot advertiser for two programs and 
is one of the most successful examples of 
what one-time broadcasts can do. They 
sell more Elgin watches as gifts at these 
seasons than are sold during all of the 
rest of the year. 

Seasonal broadcasting can be geared to 
do anything that requires intensive selling 
in a short time. It is a field that has its 
own rules and regulations. Often the 
difference between the profitable and the 
costly way to use the air seasonally is 
knowing when to pull a campaign off and 
how long to hold off starting it. 



JOHN ESAU 

Vicc-Prcs. ond Gen. Mgr. 



AVERY-KNODEL, Inc. 

Notionol Reprcscntotives 




MMISINTIO n 
TAYLOR • HOWE • SNOWOEN 

Jladio Sales 
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ADVERTISERS AND LISTENERS CON- 
TINUE TO RELY ON WFAA TO LEAD 
THE WAY IN THE SOUTHWEST. 
HERE'S WHY: 

Largest, Most Experienced Staff 

WFAA offers by far the largest, most complete 
and experienced staff of any station in the 
Southwest. 

Proven, Popular Programming 

WFAA constantly shows top ratings with both 
network and locally created programs of proven 
popularity. 

Complete, Modern Facilities 

WFAA offers every phase of modern, progressive 
broadcasting — creating, writing, producing, 
transcriptions, merchandising — many more. 

Complete, Effective Coverage 

With a primary coverage on 820 kilocycles with 
50,000 watts embracing 965,570 radio homes, 
(^n 570 kilocycles at 5,000 watts embracing 
507,230 radio homes. (Daytime coverage, BMB.) 

Represented Nationally by 
EDWARD PETRY and COMPANY 




nacldjeny Hate/ 

PULLED IN 

23,585 Pieces of Mail 

IN 45 DAYS! 

Hackberry Hotel is a 15-minute comedy program, 
created and produced by WFAA . . . broadcast Mondays 
through Fridays from 12:30 to 12:45 P. M. over WFAA 
on 570 kilocycles at 5,000 watts.* 

Oil February 17, this program had been broadcast 
1,130 times ... on the air since 1943 . . . and one of its 
two main characters, "Little Willie," who is now the 
little colored bellboy of Hackberry Hotel, was created 
February 2, 1931, 17 years ago! 

Like many of WFAA's programs, Hackberry Hotel 
has built a big, loyal audience ... so big, and so loyal 
that when an offer of ""Little Willie's" Joke Book was 
made during a two-week period of this program, 23,585 
request letters were received in the next 45 days ! 

That's results! But more than results, it's an indi- 
cation of WFAA's ability to create and produce a show 
that pulls . . . and it's an indication of WFAA's popu- 
larity and coverage throughout the big, rich Southwestern 
area it serves. 



''Sponsored by Arniscrotif; Packini; CtMiipany. 




DALLAS, TEXAS 



820 NBC 570 ABC 

TEXAS QUALITY NETWORK 

Radio Service of the Dallas Morning News 
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WMBR 

JACKSONVILLE 

CDQ IN NORTH 
F L 0 R I DA 



Represented 
by Avery-Knodel 



/5 now 



5000 
WATTS 
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TV COMMERCIALS 

Coutimied Jrom /wjjc 37) 

The Emil MohuI iidvertisiiig agc'nc> is 
t>picnl of the agencies representing the 
"little man" in television. They handle 
advertising (or Barne>''s, National Shoe, 
and many other time users on New York's 
independent AM stations. They started 
shcKiting film Janiiar> 31. 'I'hey plan 
within the next three months to have six 
hours a week placed on New Yoik's TV 
outlets. They're shooting everything on 
16mm, simpi) as a matter of cost. Ac- 
cording to Louis I leyward of Mogul's, 
"We can do with three men in 16mm what 
would require -40 in 35niin. And then 
there's the matter of unions. "t 

As might he exjiected with the Mogul 
operation, they've shaved the production 
cost down to the minimum. Using a 
slide-film technique, one-minute sjxtts are 
produced at $100 e.ich. Using straight 
film the Mogul costs are $350 per minute. 

They're doing commercials in sets of 
ten, with a new set planned each six 
months. They're going to repeat film 
every tenth scanning. 

Comparing the difference between costs 
of recording one-minute spots for radio 
and for TV, Heyward claims that he can 
do five one-minute films for about $1 ,000, 
while five one-minute radio spots cost 
him $1,200. His films, of course, are 
about 80% slide film but he believes thai 
slides plus some live action will sell as 
well as entertain. 

Mogul is out to prove that an adver- 
tiser can use TV in New York eflectively 
for $20,000 a > ear. 

Contrasted with Mogul's Heyward, 
Bud Gamble, television pioneer, has a 
minimum fee of $700 for one-minute 
commercials. 

During his experimental development 
period. Gamble did film more cheaply but 
he'sout to film them now on a guaranteed- 
rcsult basis. He did a quickie for a Bay 
Packard dealer which sold the dealer's 
year's allotment in four weeks — and it was 
selling the 1948 Packard convertible 
which costs real money. 

Gamble has filmed commercials for 
I'hilco, Evervcss, Charms, and U'alco. 
His current commitments include Duff's 
Apple Cider for Young and Rubicam and 
Philip Morris Cigarettes for Biow. One 
reason why Gamble's commercials are 
higher-priced than sonic others is that he 
feels that animation is a definite plus 
when doing visual selling — and, as indi- 
cated previously, animation is costly. 

Producers generally feel that name 
talent doesn't mean a thing in one- 

it'ninii jitrisdirliiui iurr tlir lluttni film lirlfi hnx no 
itrrii rxtahlhhrd. 




MERCHANDISING 
AND PROMOTION 

Advertisers get BONUS SERVICE 
from WMBD. Top rate promotion 
and merchandising such as Dealer 
letters . . . Signs and Displays . . . 
MerchandisinR Publication . . . Per- 
sonal Contacts . . . Newspaper Ads 
and Promotion . . . help sell pro- 
grams AND PRODUCTS. 

"Outstanding skill and ingenuity" is 
the way Kroger terms it. Here's the 
story as it appeared in BROAD- 
CASTING. December 22 issue: 

?or Promotion Act.y.ty 

WBOW Terre Haute. ;^';,^'^.mBD 
Charleston. ^- J ' awarded 
Peoria. J"; . ^^^^^tanding slciU and 
P^'^^'^^tv" in exploiting the day- 
ingenuity m e P 
time serial. Lvida p,,. 
The KrogerCo Cmc ^^^^.^^ 
moted the contest .n J^ 
v,ith its current adve 



paign. and 



KEMEMHER— W.MIrtj has 
a bi^Rcr sh.irc of the audience 
than all other I'eoria stations 
combined'. iIIot>ix^r Station 
Li'^tening Index. Nov. -Dec.. 
1947) 
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when cigarettes were scarce 

WDNC sent 'em to you! 

when nylons were scarce 



WDNC sent 'em to you! 




when sales problems are tough 



WDNC goes from 250 watts at 1490 
to 5000 watts at 620 



^AN EIGHT TIMES BIGGER AUDIENCE 
WITH SIX TIMES MORE RETAIL SALES! 



★ ★ ★ 
5000 Watts Day - 1000 watts Night 

620 Kc. 

ESTABLISHED 1923 
OWNED BY HERALD-SUN NEWSPAPERS 




★ * ★ 

The CBS Station In 
Durham, North Carolina 
The South's No. One State 



PAUL H. RAYMER r'pStative 
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minute commercials. Men like James 
Caddigan of DuMont's WABD point out 
that TV will develop its own announcers 
and actors who will rate hijjh in commer- 
cials but won't move in from the film 
medium. Caddigan also points out that 
film processing laboratories, which have 
thus far been concentrated in New York, 
Chicago, and Los Angeles, will soon have 
to open branches in all cities in whicii 
there are television stations. Careless 
processing, stresses Caddigan, obviously 
can ruin the best of film. 

In line with the spread of TV motion 
picture producing and processing is the 
fact that WFIL-TV (Philadelphia) and 



WBZ-TV (Boston) are lining up local 
sources of film for clients. 

One thing is vital to sponsors' under- 
standing of the medium. Agencies will 
have to buy film production rather than 
do it themselves. No agency in the 
nation has a staff big enough or can afford 
to hire a staff big enough to make its o\*i> 
filmed commercials let alone its clients' 
visual air entertainment. A 50-man de- 
partment would be a drop in the bucket. 

There is another matter that's disturb- 
ing agency and station men. Sponsors 
love to get their fingers in the radio pie 
what will the> do with motion pictures? 



40,000 DIMES 
FROM 
WJBK LISTENERS 



when listeners prove their responsive- 
ness by sending in $4,000 (in a two- 
week period, for the March of Dimes) 
it indicates folks are paying attention, 
listening alertly . . . that the station 
making such a record wields influence 
and has prestige with a king-size 
audience. Advertisers can see in such 
responsiveness a certain proof of 
advertising results. 



VIJBK 

DETROIT'S MOST PROGRESSIVE STATION 



DIALING HABITS 

iCon/inwed /rom pagt 25) 
dropping from 16.8% to 16.5%. Mutual 
increased its share from 12. 1 % to 12.7%. 
Independent station listening rose from 
16.4% to 19.6% during this same period. 

In New York's Nielsen area the inde- 
pendents did not increase their percent- 
age of the audience during the two 
months in 1946 and 1947 (February and 
March) that were used for city contrasts. 
During this period New York independ- 
ents slipped from 25.1% to 23.5%. 
Despite the decrease, the effect of a large 
number of independent stations upon a 
market is perfectly demonstrated in this 
area. CBS, which had the highest net- 
work percentage, captured only 23.4% of 
the radio homes. 

Dialing habits differ in every market. 
National rating figures become so general 
that they're virtually useless as individual 
market trend barometers. They average, 
in the case of Hooper, 36 markets, and in 
the case of Nielsen 63% of the U. S. For 
the period (February-March, 1946 -1947) 
in which New York independents dropped 
in share of the audience from 25.1% to 
23.5%, Chicago's independents built their 
share of the sets in use from 13.3% to 
16 c- In the WLW area ("WLW ar«a" 
is used rather than Cincinnati since this 
(Please turn to page 72) 




. . . wanta 
leap all over a 
14,000 square mile 
sales 



area? 



PHILADELPHIA'S PIONEER VOICE 



All WJBK PROGRAMS BROADCAST SIMUITANIOUSIY 
ON WIBK-rM 91.) mc. 
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BASIC MUTUAL 



Represented nationally 
by EDWARD PETRY & CO. 



SPONSOR 




Dr.CORBin'S 

OPTICAL CENTIR 

AY S4JI 

^ M,OSIl(SON AT TMIHD 



H. S. Jacobson 
General Manager 
Radio Station KIL 
Portland, Oregon 

Dear Mr. Jacobson: 

I aia enclosing herewith a renewal of my contract for the first 
six months of 19'>8. 

I believe that with the signing of this contract 1 begin my 
eighth year of advertising with your station and during this time 
I have always found that you have done an outstanding Job. 1 
am well pleased with the results of the dollars 1 have spent 
with you people. Keep up the good work. 

Very truly youra, 




Dr. Vllllam Corbln 



WC/cw 



Preferred . . . because, eight years 
of satisfactory service and results, 
such an achievement is an enviable 
record of any advertising media. 
Perhaps that is why business and 
professional men throughout the 
Pacific Northwest, when planning 
and advertising campaigns choose 
the XL stations. 




Merchandisable Area 
Bonus Listening Area 



OFFICES LOCATED AT... 



Orpheum BIdg. 
PORTLAND, OREGON 



Symons BIdg. 
SPOKANE, WASH. 



6381 Hollywood Blvd. 
HOLLYWOOD, CALIF. 



Box 19S6 
BUTTE, MONTANA 



The Wolker Co. 
SSI Sfh Ave., NEW YORK 



Smith Tower BIdg. 
SEATTLE, WASH. 
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Bated upon the number o( projiami and «n- 
nouncemenU placed by iponiori with ilalioni 
and indexed by Rorabaugh Report on Spot 
Radio Advertising. Spots reported for month 
of September 1947 are used as a base of 100 



January spot business did not show its usual rebound from December. 
Placement of national advertising on local stations continued to drop, 
losing another 4.59. Only the Midwest continued above September 
1947 though itself sliding off 2.4 from December. In the breakdown by 
industry classifications, tobacco, drugs, and miscellaneous weie more 
active, each showing an increase over December. Drugs, and bevci- 
ages and confectionery, continued above their September base, with 
advance indic.ition that they would continue this way during February 
and March. Fifty-eight advertiseis increased their spot advertising 
during January but the 27 (12%) who curtailed their schedules and the 
16 (7'7) who cancelled out entirely overbalanced increases. 



P<r c<nt 



250 — 
200 — 
150 — 
100 — 
50 — 



SEP j OCT I NOV j DEC I JAN | FEB I MAR 



B«scd upon rtporti from 233* Sponsors 



JUN JUL 



79.28 100.00 ! 102.63 102.46 | 77.49 I 72.9 





ocn 9,166,000 radio families ' 



1 00 ' ^_M^B|^B^H^_ 



Trends by Geosraphical Areas 1947-1948 
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2,280,000 radio families 
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11,387,000 radio families 
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S50- 
SOO 
150 
100 
50 
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900 
150 
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S50,- 
SOO 
150 
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50- 



6,399,000 radio families 



4,766,000 radio families 



I New EnsUnd- 



I Midi-Wcitem 



outfiem 



^ P*e(fie *nd 
j Rocky Moonuin 



Trends by Industry Classifications 1947-1948 




'For this total a sponsor is regarded as a single corporate entity no matter how many diverse divisions it may include. In the jnduitry reports, 
however, the tame sponsor may b« reported under a number of classifications. 
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WWJ-The Detroit i\ews 




TOPS in TALENT . . . with 
Detroit's best-known, best-liked 
personalities, combined with the 
world's finest through WWJ's 
20-year-old NBC affiliation. 



FIRST in PUBLIC SERVICE fea- 
tures for more than 27 years . . . 
tirelessly working in the public 
interest, constantly retaining 
community confidence. 




WWJ's leadership in PUBLIC 
ACCEPTANCE is evidenced by 
the results continually obtained 
for its advertisers . . ajiding 
prestige to their products, force 
to their sales messages, and 
increasing sales through lowered 
sales resistance. 




FIRST IN DETROIT 



Owntd and OptroltJ by THE DETROIT NEWS 



Notional l!-p,tstr,>ai:yts: THE GEORGE P. HOLLINGBERY COMPANY 




AAi_«io iritocrctrs- 5000 ^trn 



Alisci'sle r«/«v/liaii Slsli'sn WWJ-TV 



I^fr. Sponsor Asks 



".SlioiiKl l)roa(l(*ust a<l vortisin^ biidm'ts be 
(U'trrniinocI oil tlie basis of |)ast sab's, or 
tbc noxt year's sab's exix'ctancy?" 

. , All I Director of advertising 
John Alden Norwich P/ia rmacal Co., Norwich, Conn. 



The 

l'i«*k«'«l I'siiK'l 
siiis\v«'rs 
>lr. Al«l«'ii: 



In established 
markets, Ruppert 
advertising bud- 
gets are based on 
_ sales per form - 

MA ' aiice. For new 

- J markets, however, 

■■C^ J after thorough 
^^^K. , ^ research, sales eX' 
^^^^ ^ pectancy a con- 

sideration. In 
either case, radio must compete for its 
share of the local allocation. All avail- 
able media are carefully studied to deter- 
mine those most effective. As a result 
radio is unused in some areas and the 
major effort in others. 

Walter Richarhs 

General sales manager 

Jacob Ruppert Brewery, N. Y. 



There are four 
possible ap- 
proachcs to the 
problem of deter- 
mining the amount 
and allocating the 
geographical dis- 
tribution of funds 
in a broadcast ad- 
vertising budget. 
For brief identi- 
, these may be called: 

1) The haith approach 

2 ) The Hope approach 

3) The Charity approach 

4) The F([ic/i«i/ appro.ich. 

Faith approach bases the budget 




fication 



The 



on last year's sales with full faith that 
nothing can happen in this wonderful 
w'orld. "Anything we could afford last 
year we can afford this year." 

The Hope approach bases the budget 
on next year's hopes. "After all, if we 
keep contracts on a 13-week basis, we can 
always cancel!" 

The Charity approach is a hangover 
habit from the old (and perhaps soon-to- 
be-with-us-again) excess profits tax days. 
"Let's plant a lot of seeds — our competi- 
tors are doing it. Maybe we'll get a good 
crop if we get some rain!" 

The Factual approach is not popular. 
It calls for work. Sponsors' wives, lyric 
mistresses, not-so-very-private female sec- 
retaries — all these customary somber and 
authoritative advisers are left without 
place or purpxjse once a sponsor decides 
to use the factual approach in basing his 
budget. 

Briefly, it calls for a thorough study of 
past sales in time and space, taking into 
account raw population, distribution, 
buying power, buying habits, and previ- 
ous sales. It requires forecasts of sales for 
three to five years ahead product-by- 
product or line-by-line. It requires a 
geographic breakdown of sales potential 
county-by-county and an assembling of 
these units into two groups of market 
areas: 

"Where people live" areas. 

"Where people buy" areas. 
Also demanded is a county-by<ounty 
and market-by-market audit of sales 
coverage by salesmen and distribution 
coverage by distributive outlets. 

When this study is done, it's easy to 
know how much to spend, and where the 
appropriation is most likely to produce 
the best sales results. Such a factual pro- 
cedure is not popular. It costs from 2 to 
'i^'i of the appropriation. It may increase 
its value 20 to 100^ but that's another 
point! And it ham strings the inspira- 
tional managers, the "cumulative effect" 



boys. It doesn't raise anybody's Hooper- 
ating, but it gives your Hooperating a 
better sales rating. It reorients all sales 
management thinking, shows up weak 
spots in distribution and selling effort, 
and compels attention to those disabili- 
ties which prevent broadcast advertising 
from doing the best job it's capable of. 
Burton' Bicelow 
Burton Bigelow Organization 
Management Consultants, N. Y. 

Both past sales 
IP ^fl^kL^nl volume and pro- 

^^T^""^^^' jection of sales for 
■hH| the coming year 

^CJm """^ factors which 
II, ^ should be taken 

J- into consideration 
^^-■^^ "^J^ in determining the 
^VI^^^T radio appropria- 
l^^^H '^(^^ording to 

most studies I 
have seen, both of these factors are care- 
fully weighed by most companies. How- 
ever, the percentage method, while cer- 
tainly the simplest, is by the same token 
the most arbitrary way of arriving at the 
proper appropriation. Its primary value 
for many companies is to serve as a basis 
for departure rather than as an inflexible 
yardstick. 

A number of advertisers believe that 
the chief criterion in determining how 
much to allocate for radio might better be 
how much is needed to do the job of reach- 
ing the maximum number of customers or 
prospects— or in the case of a program 
which is primarily public relations in 
nature, the job of attracting largest audi- 
ence or the most opinion leaders. 

As radio's public relations and long 
range sales potentialities are increasingly 
recognized, the tendency to plan radio ex- 
penditures on a year-to->'ear basis may 
correspondingly diminish. More and 
more sponsors arc recognizing that the 
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greatest values from radio are realized 
after a long period of continuous sponsor- 
ship of a program over the same stations 
or network at the same time. Time scg- 
ments become of greatest value and may 
well become to all intents and purposes a 
capital asset of an advertiser when his 
show has made listening at a given time 
practically a habit for millions of people. 
The good-will the public has toward the 
actors or characters in a program also 
adheres to the sponsor if the company has 
been associated with the program for 
several years. 

One of the best: examples of this truth 
that I know is the S. C. Johnson Com- 
pany. As Bill Connolly, advertising 
director of that company, told tlie NAB 
Convention last fall, the success of Fibber 
McGee and Molly and their summer re- 
placement shows has been partly the re- 
sult of the company's general sales promo- 
tion policy. That policy is never to re- 
gard a single ad or single campaign as an 
end in itself. Johnson's Wax has been 
building customers for 6! years by making 
permanent friends. The result has been 
a reputation and good-will value wliich 
the company will not jeopardize just to 
step up sales in any particular year. The 
company is more interested in retaining 
the friendship of the customers it has than | 
in the fair weather friends attracted by ' 
high-pressure or one-shot promotions. 

This type of thinking, 1 believe, will 
lead other sponsors to plan in terms of 
sound policy over a long future in plan- 
ning their advertising expenses, rather 
than exclusively on a year-to-year basis. 
Eric Haase 
President 

Public Policy Organization, N. Y: 



It's virtually 
impossible to re- 
duce the determi- 
nation of a broad- 
cast advertising 
Aft i" budget to a simple 

^ formula. There 

are too many fac- 
tors involved. The 
individual firm 
still has to deter- 
mine for itself whether allotments of ad- 
vertising money for radio are to be made 
on the basis of past experience or future 
sales. With business conditions what 
they are today, it is virtually impossible 
for any manufacturer or ft m to determine 
in advance the relationship between 
supply and demand on a long-term basis. 
Any advertiser planning a network 
(Please turn to page 72) 






BOOK OF THE MONTH 
Hooperatin qs" 

• In Mr. Hooper's 1947 telephone contest— 
WFBM emerged unbeaten in any of the twelve 
monthly Station Listening Index reports. 

In Total Rated Time Periods, WFBM led the 
other three network stations in Indianapolis by 
wide margins most of the time. That's month 
after month— season after season — winter, spring, 
summer and fall ... a complete Year! 

Of course, Mr. Hooper polled only Indian- 
apolis. But— if you'd dig for facts about the rest 
of the Central Indiana audience, you'd find — 
among reported Indianapolis stations — Broad- 
cast Measurement Bureau gives WFBM the lion's 
share oj that, tool 

If you're after EARS — we think you'll get two 
on more heads in Central Indiana if you radio- 
advenise on WFBM. 

Plus Factors are low-cost-per-listener, inten- 
sive promotion, consistent merchandising and 
dependable performance. 

\V¥B^\ is "First in Indiana" —any icay you look at it! 



BASIC AFFILIATE; Columbia Broadcasting System 
Represented Nationally by The Katz Agency 
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Ralph Edwardi appointed "acting manajer" of 
woe ^(Davenport, Iowa) for a week. 
Station owner Col. B. J. Palmer, in order 
to capitalize on the Trulli or Consequences' 
man's appearance at the Mississippi Val- 
ley Home and Food show (February 13 
19), proclaimed Edwards station manager 
for the week. Edwards h.id a microphone 
in his "manager's" office which permitted 
him to interrupt any program whenever 
he felt in the mood. The promotion was 
merchandising of Ralph Edwards' visit to 
Davenport at its best. 

"The Voice of Mystery" promoted by club 
and "talk a song" formula. Program is eX' 
ploited by Jack Rourke through a club 



rwoadmst nierdiaiidisin! 



called "The Spooners," whose members 
arc supposed to talk the words of songs to 
music. The idea's catching on, 

Hugh B. Terry (KLZ) follows Edgar Kobak 
(MBS) technique and "reports" to industry 
and Denver listeners with a five page letter 




WELCOME IN 
4 14,700 RADIO HOMES 



Al .lOCX) watts. W'SBT is now reaching 
thf lari^esi aiidience in its 26-year his- 
tory. B.SlH shows 114,700 radio homes in 
W SBT's new primary area, which covers 
26 northern Indiana and 6 soitlht-rn 
Michigan counlies. And this is primary 
coverage only! 

Listeners old .nid new welcome WSB'i' 
in iheir homes as a Irusied friend. Pe(i|iie 
like litis ?latioti, listen to it faitlifitiiy, 
write to it fre<jiiently. These are list<'tu'r- 
loyalty facts which WSBT advertisers 
kttdw from experience. 



5000 WATTS 

960 KllOCYClES 
COLUMBIA NETWORK 



on the G.iylord station's accomplishments 
in 1947. Terry, however, uses only one 
side of his paper and tells KLZ's story 
without competitive copy. Kobak uses 
both sides of his letterhe.nds and is 1(X)% 
competitive. 

Annual dinner (or Minnesota congressmen 

is WCCO's way of tying itself to the 
Washington scene from the Twin City 
dialer's point of view. WCCO presented 
the congressmen with "fur trapper's" 
hats as a memento of the occasion. 

"Jolson Story" presentation highlights Radio 
Theater broadcasts. The Lux Monday night 
broadcasts annually win any number of 
awards as the best commercial dramatic 
series on the air. This year Lux spot- 
lighted its presentation of top motion 
picture radiozations by presenting the 
winner of the Gallup Poll for the best pic- 
ture of 1946, The Jolson\Story, with Al 
Jolson himself. 





PAUl H. R A Y M E R COMPANY 



NATIONAL REPRESENTATIVE 



"BASICABC 5000 WATTS 

Represented By 
JDWARD PITRY CO., INC. 
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Martin Block's 22nd Popularity Poll places 
Vaughn Monroe, Frank Sinatra, and Margaret 
Whitins in first place in their divisions. 
Block's fans sent in 200,000 votes for their 
musical favorites. Monroe pulled 54,340 
votes as orchestra leader, Sinatra 52,942 
as male singer, and Margaret Whiting 
39,175 as foremost thrush. 

WING'S on glasses now. John "Pat" Wil- 
liams' Dayton station has made certain 
that all advertisers who hoist one when 
they're at ease will remember WING by 
placing its winged trade mark on those 
tall ones. It's neat, not gaudy. 

A "pop-out" mailing isn't especially novel 
but seldom is it a station's new promotion 
man who pops out. KSTF (St. Paul, 
Minn.) snagged Joe Cook, ex-KDAL, to 
succeed Sam Levitan. They told the in- 
dustry about the fact with a pop'out 
picture of Cook under the heading "Why 
Things are Cookin' at KSTP." 

Kay Kyser's recording of "Saturday Date" used 
by NBC to block-promote its Saturday pro- 
gram line-up. With the Kyser recording as 
an intro, all of the NBC bathnight airings 
are plugged in a five-minute transcrip' 
tion which is being used by station 
affiliates. 

KROC (Rochester, Minnesota, 250-watt sta- 
tion) does best job for "Ford Theater" and 



^^^^ 



lot ^^^'^ 



Offices in Chicogo 
New York • Defroit 
Si. louis • los Angeles 
Son froncisco 





JOHN 
BLAIR 

& COMPANY 

r»kVRtSCH>INC lEAOINC RADIO sTaTiS**^ 



trade paper editors vote Walter Bruzek 
(station promotion manager) top award — 
a Ford Car. Follow-through of Bruzek's 
idea of selling the Ford Theater as a "key 
to good listening" won the editors' 
unanimous votes. 

CBS using "Map of Changing World" as proof 
of New York Philharmonic Symphony listen- 
ing. With a down-to-earth self-liquidating 
offer of the "first postwar map" of the 
globe, CBS hopes to pull 1,000,000 dimes 
— and perhaps a new sponsor for the 
program. 

Screen and air draw closer together inWKRC, 
Cincinnati, and WCAU, Philadelphia, 
promotions. Both stations had trailers 



shown in many theatres in their areas 
(WKRC 58 and WCAU 31). WACU's 
deal was a direct promotion for Voice of 
the Turtle while WRRC promoted the 
Queen City's "neighborhood playhouses." 
Contests and prizes were highlights of the 
co-op promotions. 

Denver's Max Goldberg receives a coast-to- 
coast bow on the Phil Harris-Fitch Bandwagon 
program. It's usually the local broadcast- 
ing station that lands the kudos when a 
network program visits a town for a 
March of Dimes drive. In this case an 
advertising agency executive was spot- 
lighted for bringing name troupes to 
Denver for the polio fund. 



"»ey Ireep 




|tft« 
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Cole Milling Co. 
Dining Cor Coffee 
Folgers Coffee Co. 
Forbes Tea and Coffee Co. 
Hoase Olivet 
Krey Packing Co. 
Manhattan Coffee 
Pevely Dairy 
Quality Dairy 
St. louis Doiry 
Tip-Top Bread 
Union Biscuit Co. 
and others. 



• / /5 daytimt counties 
98 nighttime counties 
accortiing to BMB, 



performance 
keeps Food Advertisers 
"coming back for more" 

KXOK is "one sweet cookie" that hits the spot 
with Food Advertisers who have a husky 
appetite for satisfying sales resuhs . . . 
sales results in the big KXOK family circle* 
in the greater St. Louis market. Many 
food processors have tried . . . proved . . . 
and renewed on KXOK, advertising hundreds 
of food products. Yes. indeed . . . 
KXOK "proved performance"' keeps 'em 
eomin' back for more. 

KXOK 



ST. LOUIS 1, MO. . CHESTNUT 3700 
630 KC • 5000 WATTS • FULL TIME 

Oivned and operated by the St. Lou is Star-Times 
Represented by John Blair & Co. 
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signed and nnsiped 



SpMAjO^ PeAAX)-HH^l Qlui4Uf,e4. 



NAME 


FORMER AFFILIATION 


NEW AFFILIATION 


J. T. Baral Jr 
Jack Donifi 
Sam ili'nry 
LvNtiT M. lioriii'f 
Sailford Woolf 


Gray & Kocrrs, I'hlia. 
Trans World Airiiiic. N. V. 

Montgomery Ward & Co, Chi.. aHSt media dlr 
A. James Rouse Co. L. .\.. radio dir 


I'hiico Corp. I'hiia., in ch(>e TV adv. mdse 
Oranfie-t^rush Co. Chi., adv mfir 
.Same. U. S. adv mgr 
.Same, media dir 

Vera Lane Products (kj. il'wuud.. adv mgr 




NAME 


FORMER AFFILIATION 


NEW AFFILIATION 




Ken iiartcin 


KWKW, Pasadena, prog dlr 


Bishop. L. A., radio. TV dir 


Walt itlake 


Mc(^aiin-Erlckson 


Donahue & Coe. ITwood., mgr 


Kritz Blocki 


Writer, producer 


Swaney, Drake & Bement, IPwood.. in chge radio prog^ 


Jerry Burrows 




McKim. Montreal, tlmebuyer 


Winston O. Itutz 


Van.Sant, Uugdale. Baito. 


Same, media, research dir 


Ned Clements 




McKlm. Montreal, tlmebuyer 


C. li. Donovan 


Charles W. iloyt. N. Y. 


.Same, vp, media dept head 


Leonard Erlkson 


RRI>&0. N. Y.. radio dept mftr 


Kenyon & Eckhardt, \. Y., vp. radio dlr 


I'aul Forrest 


KGFJ, L. A., prom mgr 


Dan B. Miner, L. A., radio dir 


Mildred Kulton 


Blow, .N'. Y., See 


Same, tlmebuyer 


Georfie Gale 


Grant, li*w-ood.. acct eiec 


Doriand. L. A., mgr 


Jerome B. Harrison 


Katz, .V. V. 


French & Preston. .N. Y.. assoc dir radio & TV 


Margaret Harrison 




i)uane Jones, .N'. Y., premium. creating dept head 


Koiand L. Ilauck 


BBD&O, S. F. 


Roland Ilauck Groups (new), .S. F., head 


l><maid if. Meilcr 


Foote, Cone & Beldlng, S. F. 


Same, media dept head 


Geniid A. Iloeck 




Wallace Mackay, .Seattle, radio dept mgr 


Evelyn Jones 


bonohue. N. Y., radio traftic dept 


Same, tlmebuyer 


Robert M. Kaplan 




Ben Kaplan. Providence. R. 1.. radio dept chief 


Thaddeus Kell.v 


BBI>&0, N. Y., tlmebuyer 


Cecil & Presbrey. N. V.. tlmebuyer 


John F. Kuric 


M & M Ltd. Newark, vp In chge mdse 


Assn of .N'atI Advertisers, .N'. Y.. media re.search head 


.Neil Muliiern 


Keiiyon & Eckhardt, Detroit 


.Same, vp. head 


Ross Patterson 


i*atterson*s Chocolates Ltd, Toronto, gen mgr 


Jack Murray, Toronto, acct eiec 


irma Piieel 


.Mayers, L. A., asst to radio dlr 


Lockwood'Shackleford, L. A., tlmebuyer 


Tom G. .Slater 


Ruthranfl Ryan, N. Y. 


.Same, in chge network rel 


W. P. Smith 


Charles W. Iloyt, .N. Y., radio dlr 


Same, radio. TV dir 


Gilbert J. .Supple 


Vlck Chemical Co, .V. Y., asst adv mgr 


Badger ^ Brow-ning & Mersey, .N*. Y., radio copywriter 


Lawrence S. Tone Jr 


Ecofl & James, Phlla.. radio dir 


Barclay. Phlia., radio. TV dir 


Charles P. Tyler 


J. Waiter Thompson, N. Y.. acct exec 


Blow, N. Y.. Philip Morris sr acct exec 



yVeox AifCWUf, /lpyflOiHi4fteHi4> {Continued from page 10) 
SPONSOR PRODUCT (or service) 

Oulck-Patch Cement Go, Monrovia. Calif Cement 

llohby RIggs-Jack Kramer Prof 1 Tennis Tour, IPwood. Tennis tour , 

.Schiller Drug Stores, Oakland Drug chain .... 

S O .S Mfg Co. Toronto . . Cleansers 

John T. Stanley Co Inc. N. V Shave cream, lotion 

Tace Co, Pasadena Sca,soning salt 

Tyler Studios. Dcs Moines Photography 

Venus Foods. L. .\ Fruits, vegetables 

Vermont Development Commission Montpeiler. . Institutional . 

Wenaichec Gas Co, Wcnatchce, Wash Public utility 

Will Bros .\pplianceg Inc. Phlia,. Ilouseiiold appliances 
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AGENCY 



Irwin-Mcllufih. li'wood. 
Rocho-Eckoff, IT wood. 
Ad Fritd, Oakland 
.Stcwart-Lovick, Toronto 
Hrlsaclicr. Van Nordcn. N, V. 
U'iliiam Ki'ster, li*wo<>d. 

Mcncoufih, Martin ^ Seymour, Divs Moines 
Aiiicd, L. A. 

Badficr & Uro%^nlii(i. Boston 
West-Marquis. Seattle 
Soils S. Cantor. Phila. 




February 6, 1928, WOAI carried the first network pro- 
gram ever boadcast to listeners in Central and South Texas. 
Two decades of affiliation with the National Broadcasting 
Company, the world's first network, plus charter member- 
ship in Texas Quality Network, supported by constant 
emphasis on top local programming, have built WOAI 
dominance from the Big Bend to the Gulf. 

Throughout this billion-dollar market, WOAI consist- 
ently has sold more goods, to more people, than any other 
advertising medium — and at a lower cost per sale. 

WOAI's daytime primary delivers: 

• More people than live in Washington, D. C, or Balti- 

more, or Cleveland 

• More Retail Sales than Pittsburgh, or Milwaukee or 

Newark, N. J. 

• More Food Sales than Pittsburgh, or Boston or Milwaukee 

• More Drug Sales than Kansas City, Mo., or Pittsburgh, 

or St. Louis 

• More General Merchandise Sales than Indianapolis, or 

Cincinnati, or Memphis 



WOAI 

. SQOOO WAITS . (u« (HANNE. . TO* 



Represented by EDWARD PETRY & CO., INC. -- New York, Chicago, Los Angeles, Detroit, St. Louis, San Francisco, Atlanta, 
MARCH 1948 



DIALING HABITS 

(Continued from pafie 62) 
is the way Nielsen designates reports for 
this territory I independents increased 
their share from 8. 1^7 to 9.7^'. 

Si-onsok's interpretative charts arc 
based upon unofficial Nielsen figures and 
are not presented as official NR! data. 
The only figures released by Nielsen to 
the trade press arc his Tofi Twenty pro- 
gram ratings aiid a few other selected 
program ratings. 

None of the figures in this dialing-habit 
repon include FM or TV tuning. A 
qualitative report on FM listening is on 
page 29 of this issue and a market study 



on the same subject was included in 
sponsor's January issue. 

TV viewing is changing listening habits 
in New York, Chicago, Philadelphia and 
Washington. These are the are<-is of the 
greatest concentration of television home 
receivers. First coincidental survey of 
New York TV viewing was made by 
Hooper during February and the facts 
uncovered have yet to be evaluated. 

Dialing habits are changing solely 
within the network program sphere, too. 
Bob (first or second place) Hope was 
sixth in Hooperatings at the end of 
January. An amateur program, Arthur 
Godfrey's Talent Scouts, was 14th in 



Profits 



multiply, 
too 




WTAR-NORFOLK sets your sales^ 

a-zooming . . . because: 



NORFOLK MARKET has the greatest metropolitan area 
population gain in the nation, 1947 over 1940 . . . 43% more 
customers, 61% more new households to supply, says Bureau 
of Census. And . . . WTAR keeps right on delivering the 
BIG share of this healthy market... 



Let us fell you more abouf this 
profif-feim. rr.arlef and media 
...how WTAR topi the nation 
in audience delivery (Bill- 
board's Continuing Program 
Study, '47), what Sales Man- 
agement says about Norfolk 
market's folding money . . . and 
a lot of other pointers toward 
easy, eitra sales. 



NBC AFFILIATE 
5,000 Watts Day and Night 



Hi 



Hooper's First Fifteen. A contest, the 
Walking Man, had pushed Truth or 
Consequmces into fifth position of popu- 
larity. It's habit vs ideas, networks vs 
independents, that is changing dialing 
habits in virtually every market. 

MR. SPONSOR ASKS 

(Continued from page 67) 

radio campaign should keep in mind that 
to develop an audience, and to have the 
members of that audience turn into cash 
customers, takes time and money. In 
this case, the advertiser will have to de- 
cide carefully whether or not the business 
status of his firm warrants the expendi- 
ture that a successful network radio pro- 
motion calls for. In other words, he has 
to proceed with "amber lights" so as not 
to tie himself too closely to an overly ex- 
tensive advertising campaign. 

Basing a broadcast appropriation on 
sales prospects alone is incautious. Bas- 
ing it on past sales alone can be short- 
sighted. Genera'ly, the best way to 
arrive at the broadcast advertising budget 
is by a combination of both past sales and 
future expectancy, the weight of each 
depending upon the individual advertiser. 

Maxwell I. Schultz 

President 

Maxwell I. Schultz 
Business Consultants 



Operator. WTaR FM 97.3 Megacycles 
Nat'enal Representatives: Edward Petry & Co. 



KBIW 



ANY WAY 
YOU LOOK AT IT . . . 

KNOXVILLE'S BEST BET 

is 




Represented by Donald Cooke, Inc. 
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Savannah's ]st||OOP[|{ 




Savannah, Georgia 



MARCH' 19-48 
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wpir 



680 
KC 



50,000 



WAHS 

NBC 



OUT OF THE BEAUTY PARLOR 

(Continued Jrom page 33) 
Cosmetologists Association is trying to 
inspire local chapters to sponsor spot an- 
nouncement campaigns directly and in- 
directly attacking home beauty care. The 
suggested spot campaign pounds home 
the "need" for professional beauty care. 
It states that permanents require artistry, 
experience, and training — only a profes- 
sional beauty salon can give really well- 
styled beauty care, hair must be cut j 
properly before a permanent is given. It I 
avoids implying directly that home per- ] 
manents are dangerous but many shops in 
their own air advertising do state that 
"you're taking chances with your hair 
when you give yourself a permanent." 

Despite the attempts of the organized 
beauty shops to combat home permanent 
waving, its growth is as inevitable as was 
the safety razor's. While the latter took 
several decades to establish a new living 
habit for men, Toni's executives believe 
that broadcasting will speed the switch 
from beauty shop to home by an entire 
decade. Neisan and Irving Harris, who 
continue to head the Toni organiration as 
president and vice-president now that it's 
owned by Gillette, feel that in less than 
ten years 75% of the nation's women with i 
straight hair will wave their own at home I 
and go to beauty shops only for styling. 
It is their feeling, and the feeling of Phil i 
Kalech, Toni sales manager, that in the 
long run the switch will be for the good of 
the beauty shops. "They'll have to re- 
turn to being creative professional work- 
ers and stop depending upon a routine 
machine operation," is the way Don 
Nathanson, radio advertising manager, 
puts the Toni thinking. 



Raleigh, North Carolina 



FREE 6'PETERS,lnc.,Natfonal Representatlvei 



CANDY ON THE AIR 

(Continued from page 41) 
its tongue twister, and its biographical 
sketch, plus extended live appearances at 
key theaters throughout the nation, have 
built up a tremendous acceptance for 
Mars products. These include its trail j 
blazer. Milky Way, as well as Snickers, 
Dr. 1. Q., Forever Yours, Ping, and Mars. 
Mars spends its whole advertising budget 
in broadcasting. Currently it has three 
programs. Dr. I. Q., Curtain Time (a low I 
cost dramatic scries in the First Nighter 
class), and a revival of the juvenile Dr. 
/• Q- Jr- which it had on the air back in 
1941. Last year Mars spent $951,000 for 
time and this year, with Dr. I. Q. Jr. 
added to the schedule, it will pass the 
$1,000,000 figure for time. Its talent 
costs are very low, none of its programs 
costing more than $6,000 per broadcast. 



ANNOUNCING 

the appointment of 

JOSEPH Wmm McGILLVRA, INC. 

as exclusive 
National Representatives 

effective 
February 1, 1948 

WKAX 

BIRMINGHAM, ALA. 

1000 Watts 900 KC. 

Ganus C. Scarborough 
Gen. Mgr. 

• 

ALABAMA'S FIRST MARKET 



it ^ 



SOLVED! 



say 



WTIC 
WCAU 

WHAM 
WBBC 
WEBR 

WINR 

wKh (he newest live loul quiz packsse 

"Cinderella Weekend" 
• • • 

you have the EMCEE— WE have the show 
Daily Scripts 
Valuable Priie for every contestant 
Weekly winner earnsHead-to-ToeWardrobe 
plus 

Completely Paid New York 
Weekend for Two 

Scripts & Transcriptions available 

V.I. P.Service Inc., 1775 Bdwy. NYC 
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Here's the pitch. According to Hooper Sur 
veys, Conlan Surveys, or any other known sta- 
tistics, WOWO is way out front in listenership 
in its rich tri-state market. In terms of coverage 
costs, for a typical one-minute morning spot, 
WOWO advertisers can offer their messages to 
a 59^ounty area at the rate of 1,000 listeners 
for less than the price of a 3-cent stamp! 



Speaking of homes, WOWO reaches 53.3% 
(Conlan Sur\'ey) of metrojwlitan Fort Wayne 
homes each morning. Project this fascinating 
picture throughout the WOWO area, and you 
have one of the Midwest's greatest audiences. 
It's yours to reach, tx'onomically and efTectivcly, 
through Indiana's most powerful station. Ask 
iNBC Sjx)t Sales for convincing details! 
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KATE CLINCHES OUR 
COVERAGE CLAIMS! 

Kate Smith (bless her big heart!) helps prove that 
KQV's new daytime signal has big muscles too! When 
Kate made a calendar offer on her Mutual show at 1 2 
noon recently, we were flooded with replies from 373 
nearby communities! That's the tailored, waste-proof 
coverage you're looking for in the rich Pittsburgh 
industrial market. 



PITTSBURGH'S AGGRESSIVE 
RADIO STATION 

Basic Mutual Network • Natl. Reps. WEED & CO. 



HIGH 

HIGHER 

HIGHEST IN TOWN 

38.4 HOOPER \ 

H a. 111. lo 10 j). 111. share of aiidii'iicc 

(total rated lirrie period) 

WAPO -CHATTANOOGA - wapo fm 

* Nov. -Dec, 1947 Hooper Station Listening Index 





Curtain Time is in the undcr-$3,000 class. 

The formula of Dr. /. Q. permits of 
sponsor identification that is out of this 
world. With the consolation prizes being 
boxes of whatever candy is being adver- 
tised on the particular broadcast, and indi- 
vidual quiz features being "Mars sp>e- 
cials," it is almost impossible to forget the 
product. The last Hoop>er Sponsor Iden- 
tification Report (November 1947) gave 
Dr. /. Q. a 78.9^ with only \.\% of mis- 
identification. The other 20% reported 
"don't know." 

Curtain Time hasn't a bad sponsor 
identification but it has been on the air 
too short a time to compete with Dr. /. Q. 
in this department. It is rated (in the 
same November report) 36.7%. 

Mars programs do not use the entire 
NBC network of over 160 stations but do 
use more than three-quarters of the line- 
up, usually around 1 28. The programs do 
an all-year-round advertising job, switch- 
ing into a "frozen Milky Way" appeal 
during the summer months when candy 
bars compete with chocolate coated ice 
cream. 

Mars is broadcasting's shining example 
of what the medium can do for a candy 
bar. It's a radio-made baby and traces 
its success from the day it started Dr. /. Q. 
on the air. The candy itself was inspired 
by the teen-age daughter of the Kruppen- 
bachers (founders of the company) who 
asked, "Why can't you make a malted 
milk candy bar?" 

Another firm which spends all its adver- 
tising budget in broadcasting is the 
Williamson Candy Company, makers of 
Oh Henry! and Guess What bars. Wil- 
liamson sponsors True Detective Mysteries 
on 444 stations of the Mutual networks. 
The program is a tie-up with the maga- 
zine True Detective Mysteries and is on the 
air on Sunday afternoons, a period during 
which Mutual is first in listening audi- 
ences due to its block of mystery pro- 
grams. Williamson has been sold on 
broadcasting since 1940 when it made its 
air debut on NBC. One year later it 
shifted to ABC with Famous Jury Trials 
and it stayed there until it moved to 
Mutual in March 1946. 

True Detective Mysteries $100 regular 
award for information leading to the 
apprehension of a "wanted" criminal is of 
continuing interest to mystery fans. 
Despite what seems to be a dual sponsor- 
ship — there are program credits for the 
magaztne as well as the candy sponsor — 
its sponsor identification figures are high 
—the most recent being 49.2%. 

In the same program class is the vehicle 
of the Schutter Candy Company's David 
Harding, Counterspy on ABC. This also 
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NOW 



YOUR 




Presenting Americans 
Most Sensational New 

DISC JOCKEY 

Hours Weekly of Platter 
Spinning; 




The Nations Foremost Composer and Band Leader Featuring 

TOP TUNES ON RECORDS, 

STORIES BEHIND DISC AND MUSIC MAKERS 

AND INTERVIEWS WITH FAMOUS STARS 

ON TRANSCRIPTIONS. 

When the Duke hits your city, you can count on a Personal Appearance. 
This ALL-STAR talent now available at rates low enough to meet station budget. 
The Duke Ellington Transcribed Disc Jockey Show CAN'T MISS — BUT YOU CAN. 

DON'T WAIT - YOU MAY BE LATE! 

Sold exclusively to one station in each city. 

A WMCA Artist Bureau Production Distributed Natiorially By 



19 EAST 53rd STREET 



RADIO PRODUCTIONS 



NEW rORK. N. Y, 



\X rit«- • Wire or Phone Your Reservation N0\^ 




f/ COMING SOON! 



FIRST 



in 



POST WAR 

Television 



serving 



NEW JERSEY 

and 

METROPOLITAN 
NEW YORK 

^^^^^ 



CHANNa 

13 




ASK YOUR 

WAAT 

MAN ABOUT 



New Jersey's Station 




is a mystery formula with an added public 
service slant. Stress is now being placed 
on the adventure appeal of the program 
with the Counterspy pan of the title and 
story line being faded out. It's on the air 
on Sunday afternoon and is a frank en- 
deavor to steal Mutual's mystery audi' 
ence since MBS has a quiz, Quick as a 
Flash, scheduled at this time after broad' 
casting an hour and a half of thrillers. As 
a matter of record it usually takes as 
much as five Hooper points away from 
MBS. The program ahead of David 
Harding in Hooper's January 18 rating 
had a 3.7 while Harding had an 8.0. 
MBS' The Shadow, which is on from 5 to 
5:30, had a 13 on the same day and 
Mutual lost 5.5 of this with Quick as a 
Flash which followed. 

Schutter Candy is in a better produc- 
tion position than most of the candy bar j 
makers. Its leader, Bit-O-Honey, is not 
chocolate covered and it is the chocolate 
which has forced other candy manufac' 
turers to raise their prices or reduce the 
size of their bars. Schutter, being owned 
by the Universal Match Company, also 
has been able to capitalize on a national 
selling and promotional organization. 
Both the producer of the program, Phil 
Lord, and the Schutter Candy Company 
itself have publicity men working on the 
program, to the end that it's in the news 
as often as possible. 

The latest entry in the network use of 
broadcasting is the Shotwell Manufactur- 
ing Company, makers of Hi Mac and Big 
Yank. Shotwell is using practically the 
full MBS network, some 450 stations. It 
has used spot announcements in station 
break time previously but is now shooting 
its all on True or False, revival of an old 
network favorite. The thinking behind 
this show is very much like that behind 
Mars' Dr. I. Q., i.e., multiple mention of 
the product and a quiz formula which 
will eventually be identified with Big 
Yank and Hi Mac. Shotwell will be 
spending over 90% of its advertising 
budget on True or False and expects to go 
to town promoting it. It will travel just 
as Dr. /. Q. does. 

Point-of-sale material in the candy field 
is expensive and wasteful. Jobbers, who 
handle 90% of candy distribution, think 
point-of-sale advertising display is "kid 
stuff" and only about 25% of all such 
material is displayed by the retail candy I 
dealer. Ntost of the material actually 
used is placed by display firms employed 
directly by the manufacturer. Whole- 
salers want no part of creating the demand 
for the products they handle. They work . 
on a 10% margin and feel that this isn't * 
(Please turn to page SO) 




deli 

. . and they'll sell for you! 



Seen on these TV stations: 

WPTZ WCBS WMAL 
WWJ WTMJ KSD 
KTLA WMAR WBKB 



STILL AVAILABLE 
FOR SPONSORSHIP 

(IS half-hours each) 

Phantom Empire 

The Three Musketeers 

The Miracle Rider 

The Lightning Warrior 

Adventures oF Rex and Rinty 

Shadow oF the Eagle 

Devil Horse 

The WolF Dog 

Law oFthe Wild 

Mystery Mountains 

FILM EQUITIES CORP. 

Jay Williams, Television Director 

1600 BROADWAY 

N. Y. 19. N. Y. CI 7-5850 
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MUITIPW BY 100.000 



^WFBR SEATS RECORD-BREAKING 100,000 
LIVE-SHOW STUDIO VISITORS YEARLY! 



Recently the M.C. of "Club 1300", one of WFBR's home-grown 
live shows, made one air announcement that he had a few 
tickets available. In two days — he received requests for over 
75,000 tickets! 

While this is no novelty at WFBR — no other Baltimore station can 
come even close to WFBR's attendance figures. Baltimoreans are 
loyal to "the Baiti more Station with 100,000 plus"! 

These 100,000 visitors ore not treated lightly. Each one sees one 
or more live broadcasts, visits modern studios, views product 
displays of WFBR advertisers, and takes home a copy of "Let's 
Listen" — WFBR's own radio gossip sheet and program guide. 

By all means, your Baltimore radio budget should Include . . . 



^ «IITH 100,000 PtOS 

BAlTlMORf STATION WfTH 



ABC BASIC NETWORK • 500 0 WATTS IN BALTIMORE, MD. 
REPRESENTED NATIONALLY BY JOHN BLAIR & COMPANY 
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CANDY ON THE AIR 

(Coutinued from page 78) 

enough to enable them to sell, distribute, 
and promote consumer sales. However, 
the National Confectionery Association 
has, as a major objective, the education of 
the jobber to the value of promotion at 
the point of sale. Typical of candy manu- 
facturers' feeling is a statement of Victor 
H. Gies, director of sales and advertising 
for Mars,. Inc. Speaking of wholesalers, 
Gies said, "The jobber will have to do a 
merchandising job if he is to realize upon 
a profitable market. This year (1948) 
represents a golden opportunity for 
jobbers who take to heart the need for 
real selling. Order takers are as out of 
date as yesterday's newspaper the key 
to greater sales is a conscientious job of 
merchandising." 

Despite the realization that expensive 
point-of-sale advertising is permitted to 
rot in jobbers' warehouses, the 1,500 
candy manufacturers in the U. S. spend 
millions of dollars each year for new dis- 
play pieces. 

Using as displays the boxes which hold 
the candy bars is one form of display that 
is really effective. A pioneer in this form of 
display is Peter Paul, makers of Mounds, 
Almond Joy, caramels, and Charcoal 
Cum. Peter Paul is sold on newscasts as 



If it's response 



its major advertising vehicle. It has been 
using Mutual network newscasts as well 
as local newscasts all over the country. 
Even though the Peter Paul MBS news- 
casts are difTcrenl and geared to each 
section of the country rather than one 
coast to coast news airing, they are going 
back to spot newscasting and dropping 
their network schedule. They arc spend- 
ing $1,500,000 on radio, 65% of their 
advertising budget. 

Peter Paul are sold on buying news- 
casts in the early a.m. and in evening — 
they look each newscast in its Hooper. 
They expect their broadcast advertising 
to do the selling job and make little effort 



you want . . . 




North Jersey 

use 

WNJR 

5000 WATTS 



the radio station of the 



to promote the programs to dealers. They 
believe they know just how each indi- 
vidual newscaster is selling for them — 
something they weren't able to check in 
so far as their MBS program was con- 
cerned. 

Outstanding in the use of spot an- 
nouncements of the irritant variety is the 
Paul F. Beich Company (Pecan Pete and 
Whiz). The "Whizzzzzz, best candy bar 
there isssssssssss," which was created by 
1. J. Wagner, now of Olian Advertising, 
introduced Whiz to candy eaters. His 
staccato Pecan Pete — -Pecan Pete — Pecan 
Pete irritated another group into lasting 
( Please turn to page 92) 




Tlioiisuiicl.« of WIBW li>lrners can make llii- .-tatemriit, l)Ocau>r i-oenes like this 
are oiminoii lhr<>ii<;li(>nl Kansas aiul adjoining >taie>. \\ e re reproducing il lo tiring 
oul ihe fad llial lliese First Families of .Iprirulluro have a inighly heahhy income 
in ailililion lo linmiM-r wheal crop.-i. 

.Another Ihing ihese farm famihes have in common is iheir hmg-eslahlishcd luvalty" 
lo W IRVN . . . ihrir innneihale action upon onr Iniying recommenilaiions. .Ask any 
W'IBNV advertiser! IIe"H lell yon ihat \\ IBW is ihe faslesl. mosl economical ^ay lo 
gel |{i;Sl'I/rS in this rich farm niarkel. ^'on'll find il Irne, lool 



First Families of Agriculture / '^^^^Sl 

Rep.: CAPPER PUBLICATIONS. Inc. ^ 



BEN lUOT 
G«n Mgr 
WIBWKCKN 
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The Hartford-New Britain Metropolitan Area is not 
only Connecticut's Major Market ... it wins national top 
honors year after year. And for more than 25 years, WDRC 
has been Connecticut's First Station . . . first in service with 
.both AM and FM . . . first as an advertising buy. You get 
all 3 on WDRC . . . coverage, programs, rate. 



BASIC CBS 
5000 WATTS 

NATIONAL REPRESENTATIVE 
PAUL H. RAYMER CO. 




WALTER HAASE 

STATION MANAGER 

WILLIAM MALO 

COMMERCIAL MANAGER 



HA RTfORD 4 CON NtCTK 
^WDRC-FM 
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Studios Atop 
Hartford-Conn. Trust Co. Building 



I^J Canneclicut leodi all 48 itotei with 
$5,123 in net income per fomily. 

I^y Connecticut leodi oil others with o 
QuoKty of Morket Index of 128. 



2^p Ot the 200 U. S. Counties leoding in ^ 
populoiion, Hortford County ii second 
with S5,983 in net income per fomily. 

Connecticut ii the second highest stote ORD Connecticut is the third highest stole in 
in Drug Store Soles, with $125 per ^3 Retotl Soles witK $3,344 per fomily. 



RP Of the 201 cities leoding in populotion, 
the city of Hortford is third with $6,695 
in net income per fomily. 



fomily 
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"Try the economy size 

Why do most of the biggest users of 
Radio l)uy "TYPE 1"' networks — the two 
toj) networks — though time on them 
"costs iiiore than on the other two? 

Because in Radio (as in all other forms 
of distribution) the "big economy size" 
proves llie better buy. Because larger 
audiences mean lower costs ! 

The two major U. S. networks have a 
balance of facilities that deliver 
more coverage. This — combined with 
their stronger progrannning — means 
larger audiences delivered to 
advertisers at lower costs per listener. 

And in this final advertising pay-off, 
the impartial figures show that... 

CliS delivers LAUGK ainliencos at a 
LOWEK cost than A^NY other netivork* 



*\\ rilc fyr the facls, if you haven't ycl si'cn tliem. 



ttar(hl948 day SUNDAY MONDAY I TUESDAY 



THURSDAY FRIDAY SATURDAY 

: ! f4:kf!l;lfM4l^l>f>t:kf: i ;kf; i :|>0i rif?^:^^ 
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Survey conducted by University of 
Rochester showed Rochester's Radio 
Preference for 

WHEC 44% 

THE OTHER ROCHESTER STATION 40% 

OUT-OF-TOWN STATIONS 16% 



With first 4, then 6, stations oper- 
ating in Rochester during 1947, 
combined average Hooper rating index 

WHEC 42% 



STATION B 32.5% 
STATION C 14.6% 
STATION Dt 8.7% 



STATION E ) Nor on Air 
STATION F I 't!INov.'47 



Sunday afternoon omitted to conform with periods in use 
in U. of R. Survey, 
t Operates Daytime Only, 




N. Y. 
5,000 WATTS 



National Repretentatives: J. P. Mc KINNEY & SON, Nsw York, Chicago, San Franciic< 
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GOING TRANSCRIPTION 

(Continued from f)age 34) 

Shayne series fills a void in the mystery 
dcpartmtnt, for Sliaync is the transcribed 
counterpart of Satn Spade. The Guild 
auditioned Shayuc to its tnember stations 
and they're scheduh'ng it for release on 
March 14. Shaync was first a Don Lee 
web commercial for Union Oil and then 
Hastings Pistoti Ring underwrote it for 
26 weeks on Mutual. The field is wide 
open for detective presentations. As long 
as the mystery is well produced and the 
per-station cost is comparable with co-op 
and other vehicles, there are a number of 



sponsors ready and eager to buy. 

National sponsors, who in the past have 
looked upon transcribed programs (ex- 
cept those which they have made for 
their own exclusive use) as "small time", 
are now changing their minds. Pet Milk, 
whose activities on the air have been re- 
stricted to Mary Lee Taylor (spon'sor, 
December 1047) and Saturday Night 
Serenade, have purchased Smiths of 
Hollywood for 24 markets. Where Smiths 
wasn't available in markets where Pet 
wanted extra push. Tommy Dorscy's disk 
jockey presentations were purchased. 

Pet's purchase of the Smiths comedy- 
drama series is something new in broad- 



WHHM 



p ^ ■ the Number ONE Hooper a ted 
independent station in the nation!* 

This is the finding of a C. E. Hooper, Inc. 
special retabulation of ALL independent stations 
in 25 Hooper cities where there are four network 
affiliates and one or more full-time independent. 

In total rated time periods, WHHM ranked 
FIRST among all independent stations all over 
the nation in the 25 cities surveyed. For full details 
ask Forjoe & Company. 



Hooper surveyed these 25 cities 



BALTIMORE 

BIRMINGHAM 

BOSTON 

BUFFALO 

CHICAGO 

CINCINNATI 

DALLAS 



DENVER 
DETROIT 
HARTFORD 
KANSAS CITY 
LOS ANGELES 
MEMPHIS 



MINNEAPOLIS- 

ST. PAUL 
NEW ORLEANS 
NEW YORK CITY 
PHILADELPHIA 
PITTSBURGH 
PORTLAND. OREG. 



SALT LAKE CITY 
SAN ANTONIO 
SAN FRANCISCO- 
OAKLAND 
SEATTLE 
ST. LOUIS 

WASHINGTON, D. C. 



*AII Mcaaurcmcnta based on October 1946 thru February 1947 interviewing except for New 
York City (January-February. 1947) and Minncapolis-St. Paul -October thru December 
1946). These are the latest available Hooper figures. 




cast advertising within the canned milk 
field where the competition is getting 
tighter day by day. In Canada Imperial 
Tobacco, which in the past has had 
dramatic shows produced live in the 
Dominion, js using the Smiths coast to 
coast. Canada's equivalent to Hooper- 
atings, Elliott-Haynes, recently rated the 
program 21.4. In Cincinnati, Grove 
Laboratories sponsors the program over 
WLW with a 15.2 rating (current Cin- 
cinnati City Hooper). 

In the same Cincinnati area one station 
(WKRC) using a block of Ziv transcribed 
programs increased its Sunday afternoon 
share of audience 11.6% from 15.0% in 
November 1946 to 26.6 in November 
1947. 

Practically every station in the United 
States has turntables that do justice to 
the quality that is now engraved on 
transcriptions. Yet few stations, except 
FMers, are able to transmit the full range 
of sound that most libraries and syndi- 
cated e.t.'s engrave on wax. These 
libraries give the stations a musical 
backlog that enables them to plan pro- 
grams for virtually any musical mood. 
The tale of the libraries and what they 
mean to sponsors will be another report 
in the continuing series that sponsor is 
devoting to "entertainment on records." 



J 



MEMPHIS, TENN. 



FORJOE & COMPANY, 

National Representatives 

PATT MCDONALD. GENERAL MANAGER 




^ ^OTELf§)TRANP 

Atlantic City's Hotel oj Distinction 

The Ideal Hotel for Rest and 
Relaxation. Beautiful Rooms. 
Salt Water Baths. Glass in- 
closed Sun Porches. Open 
Sun Decks atop. Delightful 
Cuisine. Garage on premises. 
Open All Year. 

Fiesta Grill and Cocktail Lounge 
Favorite ritrtdezvoiis of Ihe Elite 

Exclusive Pennsylvsnis Avenue 
and Boardwalk 
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SPONSOR 




WJZ 



offers you a variety of great opportunities to 
tell your sales story to a ready-made audience 
on New York's first station 



CO-OP PROGRAMS 

You get the benefits of a big-time, coast- 
to-coast network show, yet you pay only 
the WJZ share of the total cost! The varied 
appeals of these shows give you almost 
pin-point audience selectivity. 

1. Baukhage Talking . .. 1:00 pm Monday- 
Friday. News and analysis direct from 
the nation's capital, by one of radio's 
most distinguished commentators. Suc- 
cessfully spon.sored by more than 100 
leading local concerns! 

2. America's Town Meeting of <he Air... 

8:30 pm Tuesday. This exciting full-hour 
forum has wonet'cry public service award 
in radio (it's the only show ever to win 
the f amed Peabody Award twice! ) . Noted 
speakers; timely, vital topics . . . what 
a good-will builder! 

3. Boston Symphony . . . 9:30 pm Tues- 
day. A full hour of great music, played 
by the renowned Boston Symphony Or- 
chestra, under the baton of Dr. Serge 
Koussevitzky. A wonderful prestige pro- 
gram, it follows Town Meeting on WJZ's 
impressive new Tuesday-night line-up. 

4. Mr. President . . . 2.30 pm Sunday. 
From Hollywood . . . thrilling, authentic, 
behind-the-scenes dramas in the White 
House! Starring M-G-M's Edward 
Arnold, one of Hollywood's top movie 
actors. Patriotism, suspense, action! 



PARTICIPATING PROGRAMS 

Specially designed for a varied appeal: 
the businessman . . . the housewife . . . the 
family. These ll'JZ programs produce 
results ! 



1. Kiernan's Korner . . . Walter Kiernan. 
6:30-7:00 am, 7:15-7:55 am Monday- Fri- 
day. Recorded music, Kiernan's delight- 
fully humorous comments on the passing 
parade. Refreshing early morning fare. 

2. Nancy Craig . . . 12:35-1:00 pm Mon- 
day-Friday. Homemaking hints, guest 
interviews. What a following! For the 
past ten years, Nancy Craig has con- 
sistently been the biggest mail-puller on 
WJZ! Housewives acton her suggestions. 

3. McNellis & Sheldon . . . 2:00-2:30 pm 
Monday-Friday. Audience participation 
from the famous Latin Quarter. The 
SRO sign is hung out daily! Guest stars, 
games, gimmicks, lots of prizes. 



4. New York Tonight . . . with Allen Pres- 
cott. 6:30-7:00 pm Monday- Friday. Re- 
corded dinner music; tips on new shows, 
movies, restaurants, etc. . . . Delightful, 
lively listening that the whole family 
enjoys. Great for selling entertainment. 



ABC 



WJZ] 

American Broadcasting Company 



770 KC-50,000 WATTS 



Call the ABC spot sales office nearest yoti for hiforniatiott about 
any or all_ of these stations! 

WENR— Chicago 50,000 watts 890 kc WMAL — Washington S.OOO watts 630 kc 

KECA — Los Angeles 5,000 watts 790 kc WXYZ— Detroit 5,000 watts 1270 kc 
KGO— San Francisco 50.000 watts eiokc ABC— Pacific Network 
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3IAICril CROSS SECTIt^X: I aiidy and Giiiii 



SPONSOR 



AGENCY 



PRODUCT 



T 



PROGRAMS 



SPOTS 



4 

1 
% 



I 



FREO W. tMENO CO, 
OANVIllE, III. 


Fnntc, Cone A MrldiiiK, 
Chi. 


Chueklt-8 




F..I spots, 20 sla; E. and .Mid- 
WesI mkts 


AMERICAN CHICIE CO, ~ 
lONC ISUNO CITV. N. r. 


Badkicr and HrowninR 
A- licrsry. N Y. 


CliicletH, Urniyne, Adanis Clove 
Ouin. Beeman's Pepnin Gum 


" 


e.t. breaks, about 250 sla 


BARRlClNI CANOY SHOPS. 
lONG ISIANO CITV. N. r. 


Crnlral, ,S V. 


Chocolates 


. ■ ■ - , , — : — 

Partieipat ions in Morey Anistcrdam ^how* 
MTWTF, as «chedulrd hctit. 7:30-8 pm; WIIN' 
IS. V.l 


Spots, WH,N (,N. V.) 


BEECH-NUt PACKING CO. 
CANAJOHARIE, N V. 


Ncwcll-Emmrti, N. V 


Clove sum, liconec gum 




E.t. spots, participations, natl 
campaign 


PAUl F BEICH CO. 
BIOOMINCTON. III. 


Olian.Chi. 


Whiz A Pecan Pete eandy burs 




E.t, spots, breaks, 130 sta 


E. J. BRACK A iOHi, INC, 
CHI. 


(ioo. il. Ilartman, 
Chi. 


Braeh SwIdj; Candy Mar 


Crime Files ol Haniond fe.t.); Sun 9:30-10 pm; 
WGS (Chi.1 




BflOCK CANOV CO, 
CHATTANOOGA 


Lillcr, \cal A. Rattlr, 
Atlanta 


Candy bar 




Breaks, 1 15 sta in S. and S.E. 
mkt« 


BUNTE BROS, CHI. 


IVcsbft Fellers A Prcsba, 
Chi. 


Candy bars, other products 


World Pront; Sun 13-12:30 pm; 19 SBC sta 




CADOINET CANOr CO. 
OAKIANO 


Elliott-Daly, Oakland 


Candies 


David Street Show; Fri 9-9:15 pm pst; 21 .\UC 
sta 


Spots, breaks in Pac. markets 


CHASE CANOV CO, 
ST JOSEPH. MO. 

ClAET'S CANOV CO, 
SOUTH BENO 

CURTISS CANOV CO, CHI. 


Rcinckr, Mover A Finn, 
Chi. 


"Showboat" ehocolatcs 




Periodic natl e.t. spot campaigns 




Candy 


George llicks; .\ITWTF 7:50-S am est; WHOT 
(South Bend) 





C. L. .Miller, Chi. 


Buby Ruth. Butterftngers, Jolly 
Jaek eandy bars 


News with Warren Sweeney; SS 11-11:05 am; 
Ufi CUS sla 





I. OE MARTINI CO, S F 


Garfifld 4 Guild, S. F. 


Mixed nuts 





Spots. WBBM fChi.) 


FANNV FARMER CANOV 
SHOPS. ROCHESTER, N V 


J. Walter Thompson, 
N. V. 


Candies 




Spota oD New Engl regi sta 


GUITTARO CHOCOIATE CO, 
1. F. 


Garfield i. Guild, S. F. 


Ground ehoeolate 




Breaks, 2 Cal'tf. sta 


KIEIN CHOCOIATE CO. 
ELIZABETHTOWN. PA. 


Frank L. Klumberg, 
Hallo. 


Milk ehoeolalf bars. Nic-L-N*ut 
candy bars 





E.t. spots with live Lig, limited 
E. mkts 


LEAF GUM CO CHI 


Bozell & Jacobs. Chi. 


Spearmint and Leafmint Gum 




.'ipots, about 100 sta 


IIFE SAVERS CORP, 
PORT CHESTER, N. V. 


^'oung A. Rubicam, N. Y. 


Life Savers 




Breaks, e.t.'s, 5 .\BC 040 sta 




J. M. Mathes. N'. Y. 


Fifth Avenue eandy bar 


Strike It Rieh; Sun 10:30-11 pm; 67 CBS sta 




M a M ITO., NEWARK 


Compton, N. Y, 


Candy 





Breaks. 49 si a 


MARS. INC, CHI. 


Grant, Chi. 


Mars, Dr. 1. 0., Forever Yours 
candy bars 


Dr. 1. Q.; Mon 9:30-10 pm; 12S NBC sla 
Curtain Time; Sat 7:30-8 pm; 128 NBC »la 
UT, 1. 1^. jr., oai 0 D.ou pm , .u .^o^ sia 




MASON, AU & MAGENHEIMER 
CONF. MFG. CO, N V. 


Moore & llamm. N'. Y. 


Blaek Crows 





1-min e.t. spots, several S. and E. 
mkis 


NEW ENGIANO CONF. CO, 
CAMBRIDGE, MASS. 


I nRnrhp A* Fills V Y 


"•^eeco" candiefi 




Spots. Yankee Setwork and 20- 
30 sta 


O'BRIEN'S OF CAIIFORNIA. 
SAN JOSE 


Garfield & Guild. S. F. 


N'utti Brittle 




Periodic spot campaigns on 8-12 
Pac. sta 


010 DOMINION CANOV CO, 
ROANOKE, VA. 




Candies 


Kiernan's Corner; .MTWTF 2-2:15 pm; WPI.S 
(Roanoke) 




PETER PAUl, INC. 
NAUCATUCK. CONN, 


Platt-Forbes. N. Y. 

Hrisachcr, Van Nordcn. 
L. A. 


Almond Jov, Mounds, Charcoal 
Oum 


James .\bbc (News); MWF 7:30-7:45 am; 23 

.\BC Pae. sta 
Bob Garred (News); .MWF 5:45-5:55 pm, TTSat 
7:30-7:45 am ; 25 t Br* rae. sta 


Spots, breaks, Jocal programs in 
major mkts 


PLANTERS NUT A CHOCOUTE 
CO, WIIKES-BARRE 


Raymond K. Morgan, 
L. A. 


Peanuts 


Elmer Peterson; WTFS 5:45-6 pm pst; 12 NBC 

Baukhase; MTWTF Y-l:15 pm; WLP.M (Suf- 
lOiik, > a. ■ 





QUAKER CITV CHOC. A 
CONF. CO, PHILA. 


McKec A Albright, 
Phila. 


Good A Plenty eandy 




Spots, W CW (Phila.) 


REEO CANOV Co71;HI 


Rcinckc, Mover & Finn, 
Chi. 


Paloops candy suckers 


INS Television Sews; Tu 5:20-8:25 pm; WllKB 
(Chi.) 




ROCKWOOO A CO, N. V 


Campbell-Ewald. N'. Y. 


Chocolate Bits 




Spots, breaks, 41 Yankee Set- 
work sta 


SHOTWEll HFG CO. CHI. 


C. Wendrl Muench. Chi. 


Biff Yauk, Hi Mac candy bars 


True or False; Sat 5:30-6 pm; 450 MBS sta 


E.t. spots, breaks, limited natl 
campaign 


twEET CANOV CO, 
SAIT lAKE CITV 


(lillhrtm Salt I^ko City 


Renown Chorolates. KoRee- 
TofTce, Ice BcrKs: other ccneral 
line and bar candies 


Wayne King Show (e.t.); 30-n)ins weekly; 2 sta 
Meet Your .Musie Makers (e.t.); 30-mins weekly; 

re;:ional net of 4 SBC sta 
Barry Wood Show (e.t.); 15-min wceklv; regional 
net 01 3 SBC sta 


Ofrasional spot campaigiu on 9 
.M t and Pac. sta 


UNIVERSAL MATCH CORP 
SCHUTTER CANOV CO 
OIVJ. ST. LOUIS 


Kaplan A Itruck. N. Y. 
Sehwiinmcr A- Prott. Chi. 
Ku^^l M Srrds, Chi. 


Old Nick, Hit-<Mloncv candy 
bare 


David Harding, Counter^^pv; Sun 5:30-6 pm; 
1S5 .ABC sta 

Padded CeB; .'Jat 6:30-7 pn:; 10 CBS P.ic. sta 




WlieUR-SUCHARD CHOCO. 
LATE CO, IITIT2, PA. 


Badfcrr ani] HrowninR A 
Mrrwv. N. Y. 


Suchard chocolate bars 


Record shows ^various lengths & times); 3 Njid. 
.\tl. sta 


Breaks. 7 sta 


WILLIAMSON CANOV CO, 
CHI. 


Aubrey, Monre A Wallare, 
Chi. 


Oh Henry candy bars 


True Detective .Mysteries; Sun 4:30-5 pm; 444 
M lis sta 




WM WRIGIEV JR CO, CHI 


Huthrauff A llynn, Chi. 


Chcwinc (turn 


Gene .\utry ."^how; Sun 7-7:30 pm; 52 CHS sta 





A true slory. 
Names on request. 




Have you an advertiser 

with a^^hard and fast policy^^? 



Like Harper's client, for instance: 
He sold livestock feed, wauled lo reach more 
farm families. He lipped liis radio budget, told 
Harper lo find an early-morning program. "Bnl'' 
lie added,"! have a hard and fasl policy. I woii'l 
buy anyUiiug before 6:30 in die morning!' One 
slat ion offered ne\v> al a t[iiarler of se\ eii. Anolher 
— represented by Radio Sales— propo^ed a farm 
program at 6 A.M. 

Harper studied the carly-inorning audience 
analysis ru])initled ])y Mr. Molnies of lladio 
Sales. It sliowed the Iiadio Sales station widi 
almosl m ice as many farm lislciicrs at 6 A.M. 
as the other station could offer at a quarter of 



seven. Harper put the facts before liis* client. The 
liard and fast policy went l)y tlie l)oard. 

W lien Radio Sales sliows you an audience, 
you see far more tliaii an inside-tlie-city rating 
figure and some data on sets-in-use. Often (like 
Mr. Harper) you will see tlie special values of 
inexpensive early morning or late evening time 
periods. Or data on audience composition, au<li- 
eiice flt)w from program to program, listening 
liahits tliroughout rural and village areas may 
point the way lo a more profitable audience. This 
is iiiformation to make )our radio dollars more 
efficient ... in any or all of the wealthy markets 
served by Radio Sales stations. 



Radio Sales 

/f«</io Slalions RepresenUilive... CHS 



KNX 



KMOX 



WBT 



WRVA 



WCBS 

50,000 wafts 50,000 watts 50,000 watts 50,000 watts 50,000 watts 
New York City Las Angeles St, Lauis Charlatte Richmand 



WCCO Calumbia 
50,000 watts California 
Minneapalis-St.Paul Network 



WBBM WEEI WTOP WAPI KSL WCBS-TV 

50,000 watts 5,000 watts 50,000 watts 5,000 watts 50,000 watts CBS Television 
Chicogo Boston Washington Birmingham Salt Lake City New York 



Columbia 

Pacific 

Network 



SELL 



1 



OUT O 



r4 



SOUTH'S No. 1 STATE 

WITHIN OUR 

Primary+Area 




FIRST \ 



in the^ 




The 40th retail market 
DAVENPORT 
ROCK ISLAND 
M 0 L I N E 
EAST M 0 L I N E 




"Member of the FIRST— 
WEAF(NBC)— Network." 




woe woe FM 

S.OOO Wotis, 1420 Kc. 
BASIC NBC Affiliola 
Col. B, J. Palmtf, Pfti. 

Buryl Lottfidgt, Mgr. 

DAVENPORT, IOWA 

National Representatives: 
FREE & PETERS, Inc. 



CANDY ON THE AIR ^ 

(Q)ii/iiii(C(/ jrom page 80) 

PP, and both are now important con- 
tenders for the candj siiare of the 
American dollar. j 

Life Savers, which had an unsatisfac- j 
tory experience with network radio in 
1935 and 1936, is back to using radio. 
This time it's station breaks. They are 
going to use a service type of announce-, 
ment on ABC's five owned and operated 
stations to start "Pop a Life Saver into i 
>'oiir mouth and sit back and enjoy such 
fine ABC programs as " The fact 
that E. J. Noble is chairman of the boards 
of both ABC and Life Savers has some- 
thing to do with the matter. Life Saver's 
new use of broadcasting came about be- 
cause its management decided it was time 
that they tried the medium again. 

Chuckles (Fred \V. Amend, makers), a 
gumdiop t>'pe of candy product, shortly 
will be using a new radio spot advertising 
campaign with a "different" type of an- 
nouncement. Chuckles do not use choco- 
late so don't have to worry about short- 
ages of that product. 

The manufacturers of what the candy 
industry calls package goods, the candies 
packed in pound or larger boxes for sale 
at $1 and up, feel that their advertising 
(air or otherwise) is profitable only during 
holiday seasons. They are on the air fre- 
quently around Christmas and use other 
mediums for Mother's Day, Valentine's 
Day, and Easter candy promotions. Even 
manufacturer-operators of chain candy 
stores such as Fanny Farmer, Loft, and 
Barricini, who do a year-round business, 
geneially use advertising at peak seasons 
only. It is their contention that broad- 
casting is fine fcr candy bars but that 
candy by the box isn't sold that way. 
E\'en users of space in national magazines, 
like Whitman for its Sampler box, don't 
believe that broadcasting can sell for 
them. 

Most factors in the bar candy business 
are sure that since candy is a mass product 
sale, it belongs on the air. They know 
that although it's sold as a "food" it's an 
impulse sale and therefore requires con- 
stant reminder advertising to create 
buyers. 

Broadcasting is an ideal saturation 
medium. That's why spot announce- 
ments move candy and gum off the 
shelves. Dr. I. Q. is a program but it's 
the neatest program form of saturation 
spot announcement that hasevei been cre- 
ated. Mars trade names are heard as often 
as 50 times during one half-hour broad- 
cast. It's this repetition that has built 
the multi-million dollar candy corpo- 1 
ration of Mars, Inc. I 
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• WINSTON-SALEM 
• GREENSBORO 
• HIGH POINT 
2.5 MV/M 

MEASURED 
SIGNAL 



210,200 PERSONS 

$179,469,000 in Retail Sales 
$283,685,000 in Buying Income 

We Lead Day and Night 
in This Big Tri-City IMarket 

1 
I 

Write for our BMB DATA FOLDER 

" I 



WINSTON-SALEM 

THE JOURNAL-SENTINEL STATIONS j 



NBC 

AFFIUATC 
Natioaal R«»ra»—toth>« 
HEAOLEY-REED COMPANY 



SPONSOR 



• • • 



hie Zenith ZENETTE 




It's Another Zenith Triumph W/tb All These Features 



Here is the Ultimate in a Personal Radio— a tiny set that knows 
no compromise with quality, performance or value ... a per- 
sonal portable with features. "Zenette" is a brilliant presenta- 
tion of the know-how gained by Zenith engineers in more 
than three decades of Radionics Exclusively. 

Here, certainly, is a radio you will display proudly, for this Is 
the perfect gift . . . the radio that will make a hit with the man 
or woman who "has everything!' For this is a beauty . . . almost 
jewel-like in its sparkling elegance . . . amazing in its vigorous 
full tone and volume . . . and the most convenient radio ever 
built. It's a personal portable— it's an exquisite table model- 
it's the new kind of radio that will make sales aplenty for 
Zenith dealers. 

Suggested List Price (Zone 1) $42.45 Less Batteries 



• AC/DC AND BATTERY POWER-\Xr,ll play practically 
anywhere. 

• QUICK BATTERY CHANGE-Batterles slip Into place 
in an instant without tools. 

• EXTRA POWER -Full 90 volts on AC or DC 

• STRIKINGLY BEAUTIFUL-The perfect gift. 
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SPEAKS 

Some Education, Please! 

One of these days (we hope soon) radio 
men will take notice of the fact that the 
sunny hours have slipped by and adver- 
tisers still are waiting to be sold on 
broadcast advertising. 

Once upon a time advertisers were 
waiting to be sold on newspapers. And 
magazines. And billboards. But there 
came a time i quite some years ago) when 
the men in each of these media put their 
heads together, dug deep and began to 
sell their respective media to advertisers. 

They've been doing that since, reach- 
ing advertisers collectively and individu- 
ally. Each year they've dug deeper into 



their pockets for promotion money. 
They've learned it's good business. 

The newest and most dynamic medium, 
broadcast advertising, isn't so dynamic 
when it comes to promotion. There may 
be reasons for that. Maybe radio men 
are t(X) busy in other directions, \laybe 
it's been too easy to sell time. Maybe the 
industry feels that broadcast advertising 
is self-promoting. Whatever it is, we 
suggest that the men who sell broadcast 
advertising take time out to analyze the 
mind of the sponsor, or potential sponsor, 
as he looks at radio. Particularly as he 
looks at radio in competitive relationship 
to other media. 

We think they'll find an appalling lack 
of appreciation of radio in a lot of import- 
ant executives who should know better. 

The rash cf 1947 media billing statistics 
now being released indicates that all is not 
well in radio selling. True, Broadcasting 
Magazine estimates that total time sales 
arc up over 1946. But the increase 
is less than 3% in the national and re- 
gional fields. And the complete revenue 
of hundreds of new and hard-working out- 
lets is lumped in these figures. 

The chains are planning a four-network 
promotion now. The station reps, in asso- 
ciation, are in a key position to do some- 
thing aggressive towards an appreciation 
of national non-net business. The NAB 
has something up its sleeve. The time has 
come for less talk and more action. The 
sponsor wants facts, figures on broadcast 
advertising. A little disinterested help in 
the use of the medium would not be 
amiss either. 



Radio Can Sell Sets 

Radio set manufacturers are for the 
most part forgetting the industry that 
makes them possible— broadcasting. Ze- 
nith is planning a newscast. Pilot paid the 
bills for the American Forum of the Air 
for a short period last season, Stromberg- 
Carlson is presenting a musical program 
over the Continental FM Network, 
General Electric includes advertising for 
radio along with its other appliances on 
its programs, and RCA-Victor sells sets 
along with disks on its NBC Sunday 
show. But Philco is theonly manufacturing 
firm that consistently has been selling its 
radio receivers to listeners. 

Only five cents out of each radio set 
advertising dollar is being spent for 
broadcasting. There was a time when 
this might have been justified, when the 
great market for receivers was among 
those who did not listen — who did not 
own sets. That is not true today because 
over 90 per cent of America's homes are 
radio homes. Ninety-nine out of a hun- 
dred sets sold today are bought by fami- 
lies which already own a receiver. 

Broadcasting is the best medium 
through which to sell radio receivers. 
It's time that the industry did something 
about getting more of the advertising 
budget of set manufacturers. The medium 
took a slap in the face when Admiral 
Radio recently announced its multi- 
million-dollar advertising budget — for 
black-and-white; for broadcasting — 0. 



r 



3 



While network sponsors, networks, and even independent 
stations themselves receive the spotlight of publicity for their 
public service eflbrts, the sponsor who accepts a public service 
responsibility on a local level seldom is .nccorded a laurel 
wreath. Coodyear's The Greatest Story Ever Told, NBC's 
Eternal Light, CBS documentaries like The Eagle's Brood, and 
MBS's Meet the Press are continually in the limelight. That's 
true also of station programs like New York WMCA's New 
World a Coming. Boston WEEl's series on adolescent se.\ edu- 
cation, and farm stations' work for soil conservation (sponsor, 
February), to mention a few. Nevertheless there are local 
spxjnsors all over the nation who do not hesitate to give time 
to causes, who are just as public-spirited as any of the national 
groups or stations which ha\ e public service as a b.nsic canon 
of their existence. 

Typical of such sponsors is Chicago's National Credit 
Clothing Company. Time payment clothing organizations 
are not generally noted for great conimunity spirit. Like 
pawnbrokers and heme loan cor]X)rations they generally think 
it necessar>- to forego grand gestures and hew ver\' close to the 
straight commercial line. National Credit does use the air for 



COMMERCIAL COMMUNITY SERVICE 

direct selling with a popular music program featuring the 
locally well-known negro disk jockey. Jack L. Cooper. After 
paying its respects to selling requirements, it goes a step 
further and underwrites a discussion forum. Listen Chicago, on 
WAAF at noon each Sunday. To this forum are brought 
leaders of progressive thought, men and women who have 
something to say to Chicago. National Credit takes only a 
sponsor identifying line at the opening and close of the 
presentation. The entire program is devoted to discussion of 
subjects like "Democracy and Education," "Civil Rights — 
and Wrongs," and "Erasing the Color Line." 

Most commercial broadcasters in the Windy City were 
certain that the program was doomed to failure. It was a 
"heavy" show. It was on the air at the wrong time of day. 
It displays very little conventional showmanship. 

They were wrong. The program is catching on. The 
National Credit Clothing Company can trace definite business 
to its sponsorship. The station is receiving real fan mail on 
the program. Once again it is being proved that community 
service can be commercial. 
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li s small wonder thai hundreds of sick 
children in the W'lAV-W'INS ;ire;i become- 
confused about Santa Claus. 

For again this year, it was Ruth Lyons 
who visited their hospitals to preside over 
the gala Christmas party made possible 
by the loyalty, generosity and charity of 
her "Morning Matinee" listeners. 

F.ven after four years, it's still a heart- 
warming thrill to witness the eager, 
whole-hearted response to Ruth's annual 
campaign to raise Christmas funds for the 
five Children's Hospitals in Cincinnati, 
Louisville, Indianapolis and New York. 

Early in November, Ruth began her 
appeal for contributions to alleviate the 
pain and sufferinj; of the small patients 
in those hospitals. She promised to send 
a colorful "Morning Matinee" calendar 
to each listener contributing $1.00 or 
more. Here's what happened: 

Long before the calendars were off the 



press, contributions were rolling into 
Crosley Square — and the\ continued com- 
ing long into January. Thirty-five thou- 
sand calendars were distributed and nearK 
S-4o,()()0 was received — over S5,()00 more 
than last year. And, as usual, every cent 
above the nominal cost of the calendars 
was used to provide the huge Christmas 
parties and much-needed equipment for 
the five hospitals. 



"Morning Matinee" is hut one of 
tht many \VI.\V-originated programs 
designed to provide top entertainment 
for the thousands of listeners who de- 
pend upon our clear channel facilities. 
To serve an area in which 9.5*/f of all 
the people in the United States live, 
makes satisfactory programming a seri- 
ous and difficult responsibility ... one 
which we have dedicated our resources 
and efforts to fulfil. 




INTERESTING? 

HOW COULD SHE 
BE ANYTHING ELSE! 




^vcry radio station in 
America has a Woman's 
Page . . . each as good as 
the gal who conducts it. 
Three things make 
WJWs Woman's Page 
a h//y for alert advertisers. 




Sales Manager, Program Director and Perform- 
er plan a new series of programs packed with 
entertainment and information forhomemakers. 



FIRST . . . there's Jane Stevens . . . whose vibrant voice 
and ready wit turn even conventional interviews into inti- 
mate and interesting experiences for her listeners. 

SECOND . . . there's production ... a program that's 
written, rehearsed, ready, before it goes on the air. 

THIRD . . . there's a good rating-record ... a high Hooper 
waiting for the sales executive who wants to reach home- 
makers in the great Cleveland market. 

For complete injormatiou on WJW's Woman's Page . . . 
ask us or the nearest representative oj Headley-Keed. 



BILL O'NEIL, PRESIDENTT 





ABC Network 



CLEVELAND 



850 KC 

5000 Waffs 



REPRESENTED 



NATIONALLY BY HEADLEY-REED COMPANY 



